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These charts show results 
BUSS obtained in tests made by 
Electrical Testing Laborato- 
riesof New York asrepe ted 
by them August 25th, 1930 
on the 200 ampere 2§0 volt 
size. 30, 60, 100, 400 and 6 
impere sizes as reported by 
them show similar results. 








Blowing times shown on 
one overload are not com- 
parable with those at other 
overloads because a different 
scale is used on each chart 
for convenience in compar- 
ing results, 
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SOME FACTS starting of X-ray machines; heating equipment, electrical 


furnaces such as used by dentists and many of the other ap- 
Time-Lag is the time it takes a fuse to blow at paratus and appliances in such common use. 


various overloads. All fuses have some time-lag, SUPER TIME-LAG SAVES MONEY 


otherwise they would blow instantaneously when 
an overload occurs. The BUSS SUPER-LAG Fuse When a fuse blows to protect equipment against damage 





it has served the purpose for which it is used and saved 
money for the user... But when a fuse blows ona harmless 





merely has a great deal more time-lag than any 

























other fuse. overload it causes an unnecessary shut-down that is un- 
This SUPER-Time-Lag is obtained in the BUSS Fuse avoidably costly to the user. 

through the use of lag-plates attached to the BUSS Fuse Link. Motors stop, machines stall and production ceases. Oper- 
It is not so great that it will permit a dangerous overload ators stand idle until the electrician has replaced the fuse. 

to do any harm ~ but it is great enough to prevent many of Workers leave their work and time is lost in getting opera- 


tions back to normal. Process material is often subject to 
spoilage. Added to all this cost is the electrician’s time and 
the new link or fuse. 


the unnecessary blows caused by harmless overloads 


Causes of Harmless Overloads It can readily be seen that a fuse that does not blow every 
Harmless overloads are the result of ordinary, every day time a harmless overload occurs will save the user money by 
conditions that exist in all plants, such as two pieces of metal greatly reducing the cost of his electrical protection. Such 


being fed into a punch press when one was intended; drills a fuse is the NEW BUSS SUPER-LAG FUSE. 

being fed too fast; grinders or crushers or planers or saws 

hitting an extra hard piece of material; several machines GET MORE ORDERS 

reaching their peak load all at the same time and many other Show your customers how fuseing costs are governed by 
conditions that cause motors to be momentarily overloaded. fuse performance —not by invoice price. Explain how BUSS 
SUPER-LAG Fuses are designed to eliminate inany of the 


In office or public buildings harmless overloads are caused 
needless blows caused by harmless overloads. 


by such things as careless operating or overloading of ele- 
vators; simultaneous starting of automatic water pumps, Your customers will be interested in this new kind of Elec- 
refrigeration pumps, ventilating fans or other such equipment; trical Protection —and you will get more orders. 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., €t. Louis, Mo. 
A Division of the McGraw Electric Company a U SE 
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JOBBER’S 
SALESMAN 


JANUARY - 1931 
VOLUME XII Number 1 


HE announcement of the plan of “The 

Jobber’s Salesman” for a ““Market Deter- 

mination and Market Development” pro- 
gram has been postponed for reasons given else- 
where in this issue until February. 

This plan, which is the outcome of serious 
study and intensive work on the part of the 
staff during the entire year of 1930, has been 
shown to many electrical wholesalers as the 
opportunity has presented itself and in every 
case it has secured from those interviewed, not 
only wholehearted endorsement, but also the 
most enthusiastic comments on its sound and 
practical features. 

It is a plan which will affect the entire branch 
of the electrical industry concerned in any way 
with products sold through and by electrical 
wholesalers. 

It is with the utmost confidence that we pre- 
pare ourselves to present it to the industry for 
we are certain that the editorial program which 
will be announced in the February issue will 
receive the unqualified endorsement of all those 
to whom the message is directed. 
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2 THE JOBBER’SMAI)SALESMAN 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


AN UNUSUAL INSTALLATION 






























Cooling room of a large Western packing company. 
Electrical installation by Reliable Electric Co., Denver. 






N the cooling room illustrated above, N 

a large number of lamp outlets were 
needed in short spaces, every receptacle being 
equipped with 25 watt lamps, and the fittings 
were spaced three feet apart in many rows. Large 
wattage lamps could not be used, because of 
too much heat. 


This is the kind of a job on which Appleton 
No-Thread Unilets can save many hours of labor. 
The installation consisted of 300 Octagonal 
No-Thread Unilets and Receptacles—and an 






In the Rectangular No-Thread Unilet above, note the contracting sleeve 
with the sharp beading inside that cuts through the conduit enamel and gives 
it a vice-like grip, after the knurled nut is tightened over the hub. 


excellent job was done at a great saving in 
installation time. 

Appleton No-Thread Unilets are made of 
malleable iron (greater strength with lighter 
weight), there is maximum wiring space inside, 
the cadmium coating insures a rust - resisting 
surface, and they will last practically a lifetime. 

Our new general catalog has complete infor- 
mation on Appleton No-Thread Unilets, as well 
as the entire Appleton line. Write for it today. 


Appleton No-Thread Unilets are listed as Standard by 


Underwriters’ Laboratories in 


14-inch to 4-inch sizes, inclusive 


APPLETON ELECTRIC COMPANY 


SOLD 
THROUGH 


JOBBERS New York—150 Varick St. 


San Francisco—655 Minna St. 


Manufacturers of Appleton Constant Duty and Portable Type Reelites 


APPLETON 


No-Thread Malleable 


UNILETS 


Reg. U. 8. Pat. OF 


The Original Threatlese Conduit Fittings 


1734 Wellington Ave., Chicago, U.S. A. 


Los Angeles—340 Azusa St. 
Seattle—628 Railroad Ave. 


APPLETON ELectric ComMPANY 
1734 Wellington Avenue, Chicago 
Gentlemen: 

Please send us a copy of New Revised Catalog on Unilets and 
Conduit Fittings. 





Name .... 























Underwriting the 


FUTURE 


written that “The Jobber’s Salesman’s”’ 

“New Program for Market Develop- 
ment” would be announced this month. Due 
to unforseen circumstances and improve- 
ments that are being developed, the official 
announcement, editorially, is being post- 
poned until the February number. 


le the December issue on this page it was 


* * 


The electrical wholesaler, as an institu- 
tion, is about 35 years old. For 30 years, or 
thereabouts, the electrical industry skimmed 
along on smooth waters with a favorable 
breeze behind it. Its job was one of prod- 
uct development, wiring of homes and elec- 
trification of industry. That job, while not 
finished, has so neared completion, that we 
find ourselves in an era where market devel- 
opment through intensive selling is the order 
of the day. We are no worse off, and pos- 
sibly in a much better position for future 
expansion, than most other industries. 

What are you going to do about it? 

What are your suppliers: doing about it? 

There are two things that every electrical 
wholesaler and manufacturer must know: 
where their markets are and how they can 
be reached and sold. In slightly different 
language this can be described in the more 
technical terms of “Market Determination 
and Development.” Every outlet for elec- 
trical devices must first be located and then 
nursed and cultivated. That is selective and 
intensive selling. Haphazard selling and 
order taking is history for those who expect 
to continue in this new era of distribution. 


x * x 
Electrical manufacturers and wholesalers 


who have any definite plan of market devel- 
opment are so few that they might well be 


the proverbial needle in the haystack. Most 
of us are anxious to remain in business but 
few are financially capable of organizing a 
plan that answers the requirements of the 
day. That, however, is exactly what “The 
Jobber’s Salesman” offers the electrical in- 
dustry in its “New Program of Market 
Development.” 

It is not the panacea for all of the indus- 
trys’ ills. There are conditions it cannot 
correct. It does, nevertheless, set forth cer- 
tain fundamental principles of Market De- 
termination and Development which, if 
adopted in one measure or another, will 
provide manufacturer and wholesaler alike 
with a simple, workable plan of intensive 
market development through selective sell- 
ing. 

* x 

1K new program is an industry job. It 

involves specific parts which both manu- 
facturer and wholesaler must play. Neces- 
sarily, it means the investment of money in 
more and better sales representation, sales 
promotion and advertising. As an industry 
job it has to be underwritten by the indus- 
try. The responsibility for the underwriting 
is the manufacturer’s. The wholesaler’s 
responsibility rests in carrying it out. 

“The Jobber’s Salesman” and the organi- 
zation of experienced marketing brains be- 
hind it is the clearing house through which 
the plan unfolds itself. It follows, then, that 
the fulfillment of this “New Program for 
Market Development” is dependent upon 
the manufacturer's and wholesaler’s whole- 
hearted cooperation. 
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ANACONDA 
WIRING: 
PRODUCTS 


Rubber-Covered Wire 
ABC Armored Cable 
Flexible Steel Conduit 
Duraduct Loom 
Durax Sheathed Cable 
Flexible Cords | 


~ _ « « 


Made in two of our twelve 
mills ... by Anaconda, 
the Standard of Quality! 














ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 


Sales Offices in Principal Cities 


Anaconda safeguards quality 
from mine to consumer — pro- 
vides a nation-wide service, 


prompt, dependable, complete. 
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The Jobbers Salesman 


The magazine of the wholesale electrical distributor and his salesmen 
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The electrical wholesaling industry has a 
splendid opportunity before it in 1931, pro- 
vided the existing and potential markets are 
sold intensively. Business leaders predict 
general business improvement 


S industry heads into 1931, there are found many 
promising factors swinging into action, all of them 
indicating that business is definitely on the up- 

grade. The situation started to improve in the fall when 
production fell far out of step with consumption. It has 
now reached the point where an actual shortage is start- 
ing to exist and the next logical step is increased factory 
employment which in turns means increased purchasing 
power. 

The news from the steel industry indicates that re- 
newed activity is in prospect. According to “Iron Age” 
there has been a steady gain in contracting for the first 
quarter and all indications point to an average ingot 
output of 50% before the end of January. 

The National Conference of Business Paper Editors, 
in its report on the 1931 business outlook, states: “Ag- 
gressive merchandising of services as well as commodi- 
ties, new products developed through research to meet 
specialized needs, the invasion of style into the field of 
staple commodities, reduction of both manufacturing and 
selling costs through further mechanization of industry 
and trade, continuation of the philosophy of employed 
labor at high wages as a fundamental basis for purchas- 
ing power, further stabilization of industry by the regu- 
lation of production to measured demand, possible 
changes in government relations to private enterprises 
and of government supervision,—these are the major 
trends for 1931 as seen by the editors of 155 mechanical, 
trade and service publications, members of the National 
Conference of Business Paper Editors and the Associ- 
ciated Business Papers, affiliated associations of the busi- 
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1931 


ness paper publishing field for the United States and 
Canada, in their seventh semi-annual business outlook 
survey.” 

Of interest to wholesalers is the statement of the 
editors of “Building Supply News” and “American 
Builder” that plans for home building on the installment 
basis promise to play an important part in re-establishing 
the field of small house construction. 

In this connection the editor of the “American Builder” 
reports a movement to reduce the second mortgage evil 
by long-time, high percent, first mortgages, based on reli- 
able appraisals to stimulate small house building. 

Of interest, also, is the report of editors in the service 
industries such as hotels, restaurants, hospitals and so 
forth, emphasizing a special drive to modernize equip- 
ment and intensify sales effort. 

Efforts to stabilize employment by means of long time 
production programs are noted in the following indus- 
tries : acid trades; railroad electric departments ; electrical 
manufacturing ; mining of non-ferrous metals and miner- 
als; power production; textile manufacturing; architec- 
tural drafting; shoe manufacturing; automotive indus- 
tries, and to a limited extent in commercial aviation. 

Narrowing the discussion to the electrical field, it is 
believed that considerable improvement is in sight, 
although electrical manufacturing as a whole did not feel 
the depression to the extent that other industries did. 
The business for 1930 as a whole compares rather favor- 
ably with the more normal year of 1928. Electrical manu- 
facturers are striving to improve manufacturing eff- 
ciency, and are giving close attention to the problems of 
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their employes, both in an economic and social sense. 

The electrification of industry is making rapid strides 
and promises a continuous outlet for the sales of elec- 
trical supplies and equipment. The wholesaler and his 
salesmen should give close attention to the industrial 
plants in their territories in relation to the modernization 
idea which is making such splendid progress. 

Farm electrification has made rapid strides. There were 
over 70,000 farms electrified 








total market for ventilation represents a sales volume 
of $154,250,000. Fan manufacturers anticipate that 
this market will absorb 100,000 ventilating fans during 
1931 with 25,000 among residential users and 75,000 
among industrial users. 

It is difficult to hazard a guess or secure a figure on 
radio sales, for conditions in that industry are so chaotic 
at the present time that estimates based on volume 

would be meaningless. The 





last year and there is equip- 
ment valued at $100,000,000 
now in use on farms. There 
is a decided trend among con- 
tractors in rural communities 
to become “farm specialists” 
and wholesalers should en- 1. 
courage such activity wher- 
ever possible. 

It is estimated that in 1931 
there will be approximately 
125,000 farms wired with an 
average cost for wiring of 
$150, representing a total of 3 
$18,000,000. In addition, the 
farms already using electricity 
will require $5,000,000 worth 
of construction materials and 4. 
labor to keep operating dur- 
ing the year. 

Electrical household appli- 
ances are no longer in the lux- 5. 
ury class, but rate as the ne- 
cessities of life. Despite the 
slump, electric ranges reached 
a record volume. The range 
manufacturers have set for 
themselves a quota of 250,000 
ranges during 1931. Such a 


for 1931. 


single units. 


let. 


needed. 





Highlights of 1931 


Sales Prospects 


250,000 electric 
quota of the range manufacturers 


2. One million electric refrigerators 
are to be sold in 1931, mostly in 


. 800,000 electric clocks will be sold 
in 1931, each needing a new out- 


100,000 ventilating fans, divided: 
25,000 among residential users; 
75,000 among industry. 


Residential building will increase 
because new buildings are badly 


6. Approximately 125,000 farms are 
to be wired in 1931 at an average 
cost for wiring of $150. 


industry has had too many 
midget sets, and probably will 
have more during 1931 at 
lower prices. ‘“‘Midgets” are 
certainly not improving sales 
on standard cabinet models, 
dumping continues to be the 
vogue, and the industry lead- 
ers will have to iron out the 
problems and difficulties at the 
February meeting before any 
prediction of 1931 activities 
can be made. 

Lamps and lighting made 
progress during 1930 and 
while the sale of lamps were 
“off” over 1929 they were in 
excess of those for 1928. Im- 
proved lighting in the interest 
of human comfort and mod- 
ernization of industrial plants 
offer promising opportunities 
for this branch of the indus- 
try during 1931. 

The official picture of the 
business situation is reflected 
in the statement of Robert P. 
Lamont, Secretary of Com- 
merce, who says, “Earlier 


ranges is the 








volume of business on_ this 
one piece of merchandise 
would drag along with it orders for $6,200,000 in ma- 
terials necessary for electric range connections and 
$6,300,000 for the electrical contractors in labor alone. 

Electric refrigerators which the wholesalers are han- 
dling in increasing quantities, offer a market during 
1931 of over 1,000,000 units. As a sidelight, it is inter- 
esting to note that here again the electrical contractor 
comes in for $5,000,000 worth of labor and material. 
There is no question, but that electrical refrigeration 
has opened up a new market for the electrical whole- 
saler. While he “dodged” the distribution of it in the 
past because of the service factor involved, the units 
are now so designed that little if any service is required, 
and as a consequence, he is finding volume and profit 
in the sale of this merchandise. 

If the wholesaler has not been sold on electric clocks, 
certainly his experience during the Christmas holidays 
must have converted him. Jobbers handling clocks re- 
ported an unanticipated demand for this popular mer- 
chandise. A conservative estimate of 800,000 electric 
clocks in 1931 is the sales figure offered, and it is very 
likely that actual sales will exceed that quantity. 

In the field of ventilation the early struggles of the 
manufacturers to make the public “air conscious” has 
won its own reward during the past few years. The 
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periods of depression, such as 
those of 1893 and 1921, were 
characterized in their later phases by the reaccumula- 
tion of savings which had been expended in the preced- 
ing boom period and by the wearing out of previously 
purchased goods, which caused a general buying move- 
ment on the part of the consuming public. That we 
are now approaching such a period is indicated by sev- 
eral significant facts. On the one hand savings deposits 
have been progressively accumulating while business 
written by life insurance companies has been maintain- 
ing a fairly even pace and has reached a total for the 
year almost equal to the high level of 1929 and above 
the total for 1928. At the same time stocks of depart- 
ment stores have been sharply reduced and there are 
some evidences of recent expansion of retail buying. 
While it is impossible to forecast at what time unmis- 
takable evidences of improvement in business will occur, 
it is clear that we have reached a point where cessation 
of further declines and beginning of recovery may 
reasonably be expected.” 

Certainly from all of this, the electrical wholesaler 
can look forward to a return of good business condi- 
tions during 1931. It is not likely to come the first 
month or probably not the first quarter, but every eco- 
nomic force has definitely turned to aid in renewing 
satisfactory business conditions. 
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E HAVE always been 100% sold on working 
with the salesmen from the factories whose lines 


we are selling. At the same time it has become 
apparent that the old system was responsible for a lot 
of wasted energy, misunderstanding and lost business, 
because there was not sufficient preparation and planning 
done before the actual calls were made. 

In the old days Bill Smith’s sales manager would 
notify him that John Jones of the Perfection Switch Co. 
would accompany him on his next trip. Jones would ar- 
rive and be introduced, the two would start out and then 
the fun began. Bill knew his trade by heart, but he’d 
never seen Jones before and had no idea what kind of a 
man he was or how much he knew. Jones, of course, 
was equally in doubt, in fact, more so, because he knew 
neither the salesman he was to help or any of the cus- 
tomers. 

The result was somewhat of a gamble. Everything 
might go fine and the two boys might bring in a nice lot 
of orders, besides fixing up the claims and sore spots 
which every territory is bound to have. But there could 
be no assurance of this beforehand and it often happened 
that the combined attack did more harm than good. In 
either case there was always that invisible wall of reserve 
between the men and it always took valuable time to 
break it down. . 

The American Electrical Supply Co. decided that the 
thing to do was to fix things so that, whenever possible, 
Bill Smith would become acquainted, not only with John 
Jones, but with his line, before they attempted to go over 
the territory together. Then when Bill had collected 
some difficult but worthwhile prospects and a few hard 
cases in the matter of service or application of the mate- 
rial, he could call for John Jones with a happy heart 
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orking with Manufacturers’ 


Representatives 


Se | 
{ 


The combination of detailed informa- 

tion and close friendship secured by 

close relations between the jobber’s 

salesman and the manufacturer’s repre- 

sentative results in mutual benefit to 
both wholesaler and supplier 


By W. F. NETWIG 


Manager, Motors and Power Control Equipment 
American Electric Supply Co., Chicago 


because he knew him and knew they could put it over 
together. 

I have used Bill Smith and John Jones as examples, 
but in the picture of a wholesale house handling the lines 
of a number of manufacturers, there are naturally a 
flock of Bills hustling for the jobber and a crowd of 
Johns representing the factories. Hence, it is necessary 
during the year to bring into contact two groups of any- 
where from 20 to 50 men. 

There is nothing new about having factory men come 
to jobbers’ sales meetings and show their lines in detail. 
But this is done in so many different ways that it is al- 
ways possible to inject new angles and develop the sys- 
tem beyond ordinary requirements so that every possible 
bit of benefit may be squeezed out and used in the getting 
of business. 

This firm started in the regular way—inviting one fac- 
tory man to each Saturday sales meeting. Anybody can 
do that much, but when it is done whole-heartedly, with 
generalities thrown out and replaced by valuable, inter- 
esting demonstrations and experiments, then the men 
realize that here is more volume, easier selling, and in- 
creased prestige for them. Our men do not have to be 
urged to attend these meetings, they simply won’t miss 
them. 


O make this system still more valuable, we have put 

the meetings on a class basis, preserving the infor- 
mation for future references. Salesmen ask many 
important questions, which with the answers, will help 
swing a sale every now and then. These classes see and 
take part in actual demonstrations of a large number of 
lines during a year. One time a motor may be stripped 
down and described from end to end. The next time a 
roll of tape may be dissected and it is surprising how 
much there is to tape—many fine points which have been 
neglected. From the largest to (Turn to Page 66) 
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How 





an Independent WHOLESALER 


increased his PROFIT 


An outstanding example of successful 
management based on intensive-selective 
selling 


ECENT studies of independent electrical whole- 

salers by the field staff of THE JoBBER’s SALEs- 

MAN have disclosed an outstanding example of 

successful management. Believing that the methods of 

this wholesaler can be profitably studied by every execu- 

tive and salesman in the industry, we have secured per- 
mission to present them to our readers. 


The house in question is located in one of our larger 
cities where the amount of business available permits of 
a high degree of specialization. However, the funda- 
mental principles involved are applicable to all 
wholesalers, regardless of location. 


By Specialization 


the management successfully keeps ahead of its compe- 
tition by actually trying out new lines before deciding 
either for or against them. 


While competitive business is handled over the counter 
or by telephone, the more profitable accounts are con- 
tacted by outside salesmen. Sales contests are used 
effectively and each man’s sales are checked periodically 
both as'to volume and net profit. Whenever either a 
salesman’s volume or profit shows a decrease, the situa- 
tion is immediately given careful study and corrective 
methods worked out. 

A big factor in the success of this house is the unusual 
personal contact which its owner maintains with his 





The success of this wholesaler is due to just three 
things: a high type of sales management; speciali- 
zation both by markets and by commodities, and 
efficient operating methods. 


Sales Management. This house recognizes two 
distinct types of customers, those to whom price is 
the first consideration and those to whom service 
is paramount. The first group is reached by adver- 
tising. As the average gross profit rate on this 
competitive business is only 13.7% it would not be 
profitable to attempt to cover the field with out- 
side salesmen. Hence, orders are taken at the 
counter or over the telephone at a minimum ex- 
pense. Advertising to this class of trade consists 
of direct mail broadsides and sales letters, local 
trade papers and radio broadcasting. By keeping 
expenses at a minimum overhead is held to 9%, 
thus leaving a net profit of 4.7%. 


Another phase of sales management which de- 
serves comment is the selection of manufacturers’ 
lines. As far as possible all parallel lines are elim- 
inated. By standardizing on sources of supply a 
real distributing job is done which justifies the 
manufacturers and their representatives in giving 
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TIME 
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15% 





1000 


25 50 75 100 125 590 «6175S 200-225) 250s 275 


NO. OF CUSTOMERS SERVED ON EACH CLA/IFICATION OF CUSTOMERS 


VERTICAL HORIZONTAL 
1. LIGHTING SPECIALIST 95% 50 
2. INDUSTRIAL 80% 65 
3. TOOL JALESMAN 60% 90 
4. DEALER SALE/MEN 50% 110 
5. CONTRACTOR JPECIALI/T 40% 125 
6. STORE JALE/ AND 15% OVER 1,000 


COMPETITIVE ORDERS 








all possible sales cooperation and assistance. Cus- 
tomers are encouraged to suggest new lines and 
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This chart clearly shows the productivity of the “‘Spe- 
cialist’s” time when compared to the “order taking” group. 
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trade. Because of this personal follow-up, his best cus- 
tomers feel that they are doing business with an indi- 
vidual rather than with an impersonal corporation. 

Specialization. The second group of customers, those 
to whom service is paramount, are handled by outside 
salesmen who are trained specialists. The sales organi- 
zation is broken down into six departments, each man- 
aged by a salesman experienced in one of the following 
fields : electrical contractors ; retail dealers ; Italian trade ; 
industrial plants ; lighting fixtures ; tools. 

As the territory served contains a large Italian popu- 
lation, a special salesman covers this field who speaks 
Italian and thus establishes and maintains the closest 
possible contact with this trade. This specialist is sup- 
ported by consistant advertising in the local Italian news- 
paper. The fact that the Italian trade supplies about 15% 
of the total business of this house is ample proof that 
this specialist is profitable. 


HE specialist calling on retail dealers is a trained 

merchandiser. Selective methods are used in appoint- 
ing preferred dealers. By limiting the number of these 
dealers to about 100, the specialist is able to work closely 
with each of them and thus render them a service which 
is not offered by his competitors. For instance, a retailer 
wants to run a sales campaign to sell his customers on 
new appliances to replace obsolete ones now in use. He 
calls in the merchandise specialist who helps him select 
as leaders for the campaign new appliances which are 
not too widely handled or too competitive in price. The 
specialist then assists in planning the complete campaign, 
including window and store displays and all phases of 
advertising and merchandising. He does not forget to 
follow through by personally familiarizing the dealer’s 
entire sales organization with the merits of his merchan- 
dise. 

To specialize properly in any field, a complete service 
must be offered. Therefore, the fixture department not 
only maintains a display room and issues a catalog but 
also has a fixture shop. This is in charge of an experi- 
enced decorator and is equipped with a spray booth so 
that any fixture in stock may be immediately lacquered 
to meet the requirements of a particular installation. A 
slight charge is made for this refinishing which is con- 
cealed in the net selling price. This equipment enables 
the fixture depart- 
ment to compete on 
jobs where the fix- 
ture must harmon- 
ize with the color 
scheme adopted for 
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much smaller number of accounts, 
exceed in volume by $40,000, the 
amount of business secured in the 
competitive market. 
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decorations. 

The lighting spe- 
cialist is responsible 
for the fixture show 
room and the ad- 
vertising. Like the 
appliance specialist, 
he works with a 
limited number of 
preferred dealers 
who handle his line 


exclusively. There 
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Note, not only the breakdown in volume but 
also the high profit rate revealed, by this 
chart, in the field of specialization. 


are 50 preferred fixture dealers who have the privilege 
of sending their customers to the wholesalers display 
room. If the sale is made the fixtures are delivered to 
the job, charged to the dealer’s account and he is credited 
with a 20% discount from the price quoted his customer. 
On large jobs such as office buildings, hotels and apart- 
ment houses, the wholesaler furnishes fixtures for a trial 
installation whenever the specialist believes it will help 
to secure the order. 

Lighting fixture catalogs are issued at regular inter- 
vals. Dealers and contractors who purchase their fix- 
tures on a strictly price basis are each sent one copy, 
together with a price list. Each of the 50 preferred 
dealers, however, receives 50 copies imprinted with his 
own name, which he can use as his own catalogs. 


( N large jobs the specialist frequently goes directly 

to the architect or owner but secures the coopera- 
tion of the contractor by not only giving him the contract 
for hanging but also protecting him to the extent of 20% 
on the sale of the fixtures. This policy builds good will 
on the part of the contractor and results in his favoring 
this house on other business, as well as working closely 
with the specialist on the job in hand. This is especially 
helpful when there is competition from direct-selling 
manufacturers whose policy is to ignore the contractor. 
Practically the entire time of the specialist is spent on 
actual projects in cooperation with his preferred dealers. 
His time is considered too valuable to devote to so-called 
missionary work which is accomplished by direct mail, 
radio broadcasting and advertisements in a local archi- 
tects’ paper. As a result, lighting fixtures are the most 
profitable line for this house, showing a net profit of 
16%. 

The industrial specialist concentrates his efforts on 
those plants who want technical advice on the application 
of his merchandise to their individual conditions and 
who are willing to pay a fair (Turn to Page 70) 
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Sugeested Resolutions for 


FEDERAL’ [RADE PRACTICE 


N NOVEMBER 14, 1930, at its Pittsburgh 

meeting, the National Electrical Wholesalers 

Association voted to request the Federal Trade 
Commission to call and to hold, under Commission 
auspices, a general Conference of the electrical 
wholesale industry. 

The purpose of the Conference is to have the in- 
dustry consider and submit to the Commission, for 
action under its established rules and procedure, sug- 
gested resolutions having to do with important trade 
problems and designed to promote fair practice. 

The Special Trade Conference Committee and the 
Executive Committee of the Association have pre- 
pared the following proposed resolutions, to be of- 
fered to the Conference, when called by the Commis- 
sion, as a basis of discussion and for submission to 
the Federal Trade Commission, with such changes 
or additions as the industry, in Conference, shall 
itself decide: 

SUGGESTED RESOLUTIONS 


No. 1—Misleading Statements 

Resolved, that the making, causing or permitting to be 
made, or publishing of any false, misleading or deceptive 
statement in advertising, labeling, branding, or otherwise, 
concerning the quality, quantity, character, nature, origin 
or manufacture of any electrical supplies, is an unfair 
method of competition. 
No. 2—Interference with Competitor’s Business 

Resolved, that the wilful interference by any person, firm, 
corporation or association, by any means or device what- 
ever, with an existing order between a seller and a pur- 
chaser of electrical supplies, for the purpose of injuring 
the business of a competitor, is an unfair method of com- 
petition. 
No. 3—Defamatory Statements Regarding Competitor 

Resolved, that the making of any false or defamatory 
statements concerning the solvency, integrity, business or 
methods of a competitor, with the purpose of injuring such 
competitor’s business, is an unfair method of competition. 
No. 4—Sales Below Cost 

Resolved, that the selling of electrical supplies below 
seller’s own cost for the purpose of injuring competitors 
or with the effect of lessening competition or restraining 
trade is an unfair method of competition. 
No. 5—Price Discrimination 

Resolved, that it is an unfair method of competition for 
any person engaged in the manufacture or distribution of 
electrical supplies, in the course of such manufacture or 
distribution, either directly or indirectly to discriminate in 
price between different purchasers of commodities, where 
the effect of such discrimination may be substantially to 
lessen competition or tend to create a monopoly: 

Provided, that nothing herein contained shall prevent 
discrimination in price between purchasers of the same 
class on account of differences in the grade, quality, or 
quantity of the commodity sold, or that makes only due 
allowance for difference in the cost of selling or transpor- 
tation, or discrimination in price in the same or different 
communities made in good faith to meet competition: And 
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provided further, That nothing herein contained shall pre- 
vent persons engaged in the manufacture or distribution 
of electrical supplies from selecting their own customers 
in bona fide transactions and not in restraint of trade. 
No. 6—Gratuities Without Knowledge of Employer 

Resolved, that the giving or offering to give, either di- 
rectly or indirectly, of money or any other gratuity to 
agents, employees or representatives of customers or pros- 
pective customers, or to agents, employees or represen- 
tatives of competitors’ customers or prospective customers, 
without the knowledge or consent of their employers or 
principals, as an inducement to cause their employers or 
principals to purchase or contract to purchase electrical 
supplies from the person making or offering any such gift 
or gratuity, or to influence such employers or principals 
to refrain from dealing or contracting to deal with com- 
petitors, is an unfair method of competition. 
No. 7—Commercial Bribery 

Resolved, that commercial bribery, whatever its form and 
wherever and whenever given, is contrary to the interest 
of the public, and is an unfair method of competition. 
No. 8—Secret Rebates 

Resolved, that the giving or offering of secret rebates, 
refunds, credits, unearned discounts or special concessions 
in any form whatever, as a means of effecting price dis- 
crimination, or the extension to certain preferred customers 
of special services or privileges not extended to all cus- 
tomers under like terms and conditions, with the purpose 
and intent of injuring competitors, and where the effect 
may be to substantially lessen competition, or tend to 
create monopoly, or unduly to restrain trade, is an unfair 
method of competition. 
No. 9—Public Safety 

Resolved that, in the interest of public safety, we urge 
the manufacture, distribution and sale of electrical supplies 
recognized by the National Electrical Code and approved 
by the American Standards Association and Underwriters’ 
Laboratories, Inc.; and we condemn, as an unfair practice, 
the manufacture and sale of any electrical supplies not com- 
plying with the statutes and ordinances of the state and 
city or other municipality in which the particular article 
is sold or to be used. 
No. 10— Unlabeled Products, Substitution — Identifying 

Marks 

Resolved, that since the shipment of unlabeled products 
of the industry makes possible the easy substitution of mer- 
chandise of lower quality for that of higher quality, particu- 
larly such material as is removed from the original factory 
container, the industry hereby records its approval of the 
labeling or identifying, in accordance with accepted stand- 
ards of the industry, of all products of the industry in such 
manner as to establish the grade, quality and quantity of 
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the product as a means of preventing unfair competition 
and deception of the purchasing public; and we condemn, 
as an unfair practice, the distribution and sale of any elec- 
trical supplies from which the name plate, serial number 
or other identifying mark of the manufacturer has been 
effaced or removed. 
No. 11—Ambiguous Contracts 

Resolved, that the making of contracts and/or quotations 
which fail adequately to cover quantity specifications, time 
and place of delivery, price and other provisions necessary 
to form complete and unambiguous contracts, induces fraud 
and breach of contract, and often results in price discrim- 
ination. 
No. 12—Repudiation of Contract 

Resolved, that the intentional failure to fill orders or con- 
tracts, or the deliberate repudiation of contracts, except 
for unavoidable causes, is condemned as an unfair method 
of competition. 
No. 13—Individual Cost System 

Resolved, that, in the interest of efficiency and economy, 
each individual, firm or corporation in the electrical whole- 
sale industry should adopt a uniform cost accounting sys- 
tem, so that each may accurately determine his or its own 
cost of doing business, to the end that intelligent and fair 
competition may be promoted in the industry. 
No. 14—Price Publicity 

Resolved, that we approve of the practice of each per- 
son, firm or corporation in the trade, acting independently, 
giving widest publicity to his or its own individual prices, 
and prompt notice of all advances, declines or other changes 
in such prices. 
No. 15—Published Transportation Charges 

Resolved, that since transportation charges necessarily 
are reflected in prices, the failure of the seller to require 
purchasers in each instance to pay his published charges 
for transportation results in an unfair discrimination in favor 
of certain selected customers and against customers gen- 
erally. 
No. 16—Costs of Transportation and Trucking 

Resolved, that, since transportation and trucking charges 
are necessary items of cost, the distributor, in order to 
avoid unfair price discrimination among customers and also 
unfair competition through selling below cost, with the 
purpose or effect of injuring competitors, should not allow 
transportation and trucking charges on merchandise, sold 
on f.o.b. factory basis, or if sold on a delivered basis 
(charges to be paid by the consignee), should not make an 
allowance on account of such charges in excess of the 
actual amount thereof, provided that this resolution does 
not apply to the payment of trucking costs within the 
city limits. 
No. 17—Arbitration 

Resolved, that we express our approval and endorsement 
of the settlement of commercial disputes by arbitration 
rather than litigation, thereby promoting economy through 
the elimination of the expense and long delays involved 
in the prosecution of lawsuits. 
No. 18—Enticing Competitor’s Employees—False State- 

ments Regarding Competitor—Espionage 

Resolved, that we condemn the following unfair trade 
practices: 

1. Interference with, and injury to, a competitor’s 
business through enticing employees from his employ- 
ment. 

2. The making or causing to be made or published 
of any false or deceptive statement concerning the busi- 
ness policies of a competitor. 

3. Securing information from a competitor by making 
false or misleading statements or misrepresentations, or 
by any method of espionage. 

No. 19—Split Shipments 

Resolved, that the practice of accepting orders in large 
quantities for shipment in small quantities, at prices which 
do not provide for increased cost of distribution in such 
small quantities, tends to result in unfair price discrimina- 
tion between customers in that it gives quantity prices on 
small deliveries to certain favored customers. It is the 
sense of this conference that, in order to avoid unfair price 
discrimination and unfair selling below cost, the distributor 
who accepts quantity orders and makes split shipments 
should make a differential in price equal to his actual 
increased cost of distribution on each split shipment in 
fixing his own sales price. 
No. 20—Pooled Cars 

Resolved, that the selling of electrical supplies in less 
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than carload quantities at delivered carload prices on the 
basis of shipping in pooled cars is an unsound and uneco- 


‘nomic business practice and an unfair method of competi- 


tion amounting to price discrimination among customers. 
No. 21—Certain Gratuities 

Resolved, that we condemn the giving of gratuities of 
any kind for the purpose of influencing sales where the 
effect is to lessen competition or restrain trade, including 
the following unfair and uneconomic practices: 
(a) Direct or indirect lavish, excessive or prearranged 
entertainment; 
(b) Excessive personal gifts; 
(c) Allowing unearned discounts to certain customers 
which are not allowed to all customers; 
(d) Paying or refunding to certain purchasers interest 
on borrowed money unless allowed to all customers; 
(e) Paying specific advertising expenses for certain 
purchasers unless offered to all purchasers under like 
terms and conditions. 
(f) Invoicing a lesser quantity than the actual amount 
shipped; 
(g) Honoring collect telegraph and telephone calls un- 
less to all and unless published as part of prices and 
terms. 
No. 22—Quantity Price 

Resolved, that in order to promote fair and open com- 
petition and avoid unfair price discrimination, contracts for 
the sale of electrical supplies should call for delivery of 
definitely stated and described merchandise within a def- 
inate time, or for delivery of the customer’s actual entire 
requirements for a definite time; and that a special quan- 
tity price should be applicable only to contracts thus de- 
scribed or to one order for a definite quantity of merchan- 
dise to be forwarded, at the option of the seller, in one 
shipment as expeditiously as possible, the prices in all cases 
to be determined independently by the individual seller. 
No. 23—Contracts without Authorization 

Resolved, that we condemn as an unfair method of com- 
petition the making of contracts without authorization and 
definite commitment by the parties to such contracts at the 
time such contracts are made. 
No. 24—Individual Publication of Prices 

Resolved, that we favor the publication by each indi- 
vidual distributor of his own prices and terms with a view 
to eliminating price discrimination between customers, ex- 
cluding, however, discrimination in price on account of 
difference in grade, quantity or quality, or which makes due 
allowance for difference in the cost of selling and trans- 
portation, or discrimination in price made in good faith to 
meet competition. Nothing in this rule shall be construed 
to prevent publication and use of special quantity prices 
applicable to definite quantities of merchandise placed in 
one order and at the option of the shipper moved as one 
shipment. We recommend that changes in prices be pub- 
lished by the distributor with the distinct understanding 
that no distributor is obliged to maintain his prices for any 
period, and that each distributor reserves the right to 
change his own prices at will. 
No. 25—Credit 

Resolved, that the practice of extending unreasonably 
long terms of credit to certain favored customers not only 
weakens the credit structure of the industry, but is an 
unfair discrimination in favor of such customers. We favor 
the principle of charging a reasonable rate of interest on 
long overdue accounts, which would tend to improve credit 
conditions in the industry and make for sound economic 
conditions. 
No. 26—Unwarranted Returns 

Resolved, that the unwarranted return of merchandise 
creates waste and loss and increases the cost of doing busi- 
ness. We, therefore, favor a fair and reasonable service 
charge in connection with the return of merchandise not 
due to error on the part of the shipper, such charge to be 
determined by each distributor for himself. 
No. 27—Permanent Conference 

Resolved, that this trade practice conference, held under 
the auspices, and subject to the supervision, of the Federal 
Trade Commission, be a continuing organization for the 
purpose of progressively eliminating unfair methods of com- 
petition and uneconomic trade practices under Commission 
supervision; and be it 

Further Resolved, that this conference create an Execu- 
tive Committee authorized to plan the action of the con- 
ference subject to the direction of the Committee and the 
Federal Trade Commission. 
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“We Eliminated 


Unnecessary 
Service Calls 


As the service man has grown in importance, and 


has become a trained specialist, it is essential that his 


time should be conserved rather than wasted on 


Lewis A. Richmond is 

the radio service man 

of the Hartford Elec- 
tric Supply Co. 


, \HE phone rang in our office the other day. From 
this end of the wire we heard, “Yes.... Yes.... 
Yes .... Are you absolutely sure that the set 
does not work because of some trouble for which the 
Of course, Mr. Jones, you 
know our policy in cases of this kind. We will be glad 
to send out a man to repair the set and if it is as you 
say it won’t cost you a cent. If, on the other hand, it 
turns out that the trouble is caused by something which 
should have been taken care of by the dealer you will 
be charged two dollars per hour for the time of our 
service man, Is that satisfactory? .... Oh, you will 
look at it again? All right, sir. Be sure to call us if 
there is any trouble for which the factory is responsible.” 
3y this system of making charges we have eliminated 
the tendency of dealers to call the distributor to do a job 
which should have been done by the dealer’s own service 
department. In the past we have been called out on 
countless occasions where we found that a tube needed 
to be replaced, or some equally simple service which 
could have been taken care of by the dealer’s service 
department. 

In one instance our service man was sent 20 miles 
out in the country to repair a set that had developed, 
according to the dealer, some mysterious complaint that 
completely baffled his corps of highly trained service 
men. On arriving at the job our service man found 
that the aerial had been blown down in a recent storm, 
and that nothing else was wrong with the set. 
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unnecessary calls 


By T. J. O'BRIEN 


President, Hartford Electric Supply Co. 
Hartford, Conn. 


The dealer later admitted that the customer had called 
him on the phone to report that the set was not working. 
After asking a few prefunctory questions, the dealer had 
decided to take a chance and phone for the distributor— 
besides it was raining and the roads were muddy. 

With our present policy these unnecessary calls are 
eliminated so that the service department has more time 
and can consequently give better and quicker service to 
the customers. 

When a dealer does call us now we insist that he, or 
his service man, make the call with our man. This is 
done partly with a view to teaching our customers more 
about proper servicing and partly to have a witness on 
the job as evidence of the fact that this call was really 
a service man’s job, if such should prove to be the case. 

Today, with the present highly technical sets in use, 
the radio dealer needs a repair man with a good knowl- 
edge of the fundamentals of electricity and considerable 
experience in the line. Men who tinkered with the com- 
paratively simple battery sets of a few years ago are not 
able to handle modern sets without special training and 
study to keep up with the trend of the times in radio. 
Our own service man visits the factory twice a year in 
order to give the kind of service that will build future 
business. 

As the service man has grown in importance in the 
industry and has become a trained specialist instead of 
a tinkerer it is important that his time should be con- 
served and that unnecessary calls be avoided. That is 
why we make a charge for calls that are plainly in the 
province of the radio retailer. 
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ow We Sell the 


PROFITABLE 
SPECIALTIES.. 





While one salesman displays goods the other 
stands by to pack and unpack. 


UCCESSFUL salesmen are well aware of the fact 

that it pays to carry as many samples as possible. 

How to carry all of the items they would like to 
show the customer is their chief concern. 

During the recent Christmas selling season our men 
solved this problem by doubling up on each other’s terri- 
tories. Today, for instance, Tom and Frank will call on 
Tom’s customers; then tomorrow both men will call on 
Frank’s accounts. From this it might be assumed that 
accounts would be called on only half as often as before, 
but as a matter of fact the number of calls is not 
materially decreased. This is because the doubling up 
is done mostly in the downtown area. The plan would 
hardly be practical in large outlying territories where 
long jumps are made between calls and where parking 
facilities are good. 

However, we have quite a number of downtown 
accounts with department stores and electrical dealers. 
These buy considerable quantities of profitable special- 
ties such as electric razors, neckwear pressers, face 
patters, juice extractors, and so forth. 

To find parking space near these calls is often diffi- 
cult. Buyers are busy and it is hard to show all the 
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As told by 
D. M. STOUT Salesmanager 


Colonial Electrical Company, Philadelphia 


items that the salesman believes the store could profit- 
ably handle. 

A man can carry just about so many samples into a 
store with him and the buyer generally works on the 
theory that he should see as many as the salesman can 
bring in on one load. If several trips are made from 
car to store the salesman may experience difficulty in 
finding a place to display all his goods unless he keeps 
the buyer waiting while he packs and unpacks. In doing 
this he is apt to outwear his welcome and find a police 
ticket on his car when he returns. 

When two salesmen work the trade together they can 
carry a large number of samples into the store on one 
trip. While the salesman who regularly contacts the 
account is talking to the buyer the second man is 
unpacking goods and when an item is under discussion 
he is quietly packing the previous item back in the box. 
In this way about twice as many pieces can be shown 
in the same length of time and at the close of the inter- 
view the goods are all packed and both men are ready 
to leave the store. 

The buyer is pleased because none of his time has 
been wasted while the salesman fumbles with boxes. As 
more time is spent in actual selling and more goods are 
displayed orders are of course much larger. Then again 
individual sales are made much easier because the dealer 
sees the actual merchandise. Beautiful cuts from cata- 
logs can never have the buying appeal of the goods 
themselves. 

While we try to do a good job in selling all kinds of 
electrical equipment we give special attention to the 
specialties and certain standard lines that show a fair 
profit margin. 

Fountain pen model flashlights, for instance, are a 
profitable item on which we have done considerable 
business. Banks and investment houses in particular are 
prospects for the $2.00 retail model intended as a gift 
for customers. Although there are many cheaper flash- 
lights these firms realize that it is a waste of money to 
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Two salesmen, well supplied with sam- 
ples, preparing to make calls together. 


distribute gifts unless they will be properly appreciated. 

Clocks have proved to be another profitable specialty 
regardless of the increased competition. A year ago 
three manufacturers solicited our clock business. Now 
15 of them have offered us the sale of their product. 
In this territory there were 15 distributors of electric 
clocks last year while now there are 45. 

We find that electrical dealers and department stores 
make the most satisfactory clock accounts. The jewelry 
trade has its own source of supply and it is not profit- 
able to contact them for clocks only. Moreover, trade 
discounts are based differently and this would cause 
confusion. 

It seems to us that the electrical store is the logical 
outlet for electric clocks. Repairs are seldom necessary 
but in case they are an electrical man is certainly better 
qualified to repair a motor than a jeweler. Realizing 
this, the jewelers do not welcome the coming of the 
electric clock, although most of them carry them in 
stock. We heard of one case where a prospect went into 
a jewelry store with the idea of purchasing an electric 
clock. The jeweler showed them but his sales talk con- 
sisted mostly of whispered insinuations that the clocks 
were not reliable. Moreover they might be positively 
dangerous. It seemed that he had heard of a case where 
lightning had entered the living room of a home and 
the blame was placed on the electric clock. It would 
have taken a strong minded prospect, or a well informed 
one, to purchase an electric clock when the jeweler had 
finished his “sales” talk. One can easily understand 
the jeweler’s attitude in this matter. Naturally he is not 
interested in promoting the sale of an article that will 
throw him out of a trade that has taken him years to 
learn. There are jewelers of course who realize that in 
the long run there is more profit in catering to public 
demand for improved goods but in our opinion these are 
not in the majority. 

Vacuum cleaners and washing machines are also 
showing us a nice profit. We sold more of the former 
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in the last six months than in any six months’ period in 
the history of the company. This would indicate that, 
in spite of the talk about hard times, people are spending 
money for the things they can be made to want. 

Our dealers create desire for vacuum cleaners by 
simply allowing the prospect to sell himself, with the aid 
of a testing outfit prepared by the manufacturer. This 
consists of five envelopes containing shavings, lint, 
string, paper and powder. The prospect scatters them 
on the floor and the cleaner in his hand does the rest. 

Satisfied users are a big influence in the sale of wash- 
ing machines. To be a satisfied user it is necessary to 
understand the operation of the machine. Obvious as 
this is, the fact remains that nine out of 10 washing 
machine owners do not know how to properly wash 
clothes, or operate the machine. This being the case, 
good will created at great expense through advertising, 
is lost. 

Our salesmen are making special efforts to see that 
the dealer really teaches the customer how to oil the 
machine, about temperature at which clothes should be 
washed to get the best results and other important facts. 
Through this policy we are putting our washing machine 
business on a firmer foundation. 

In considering lines of merit for special sales effort 
we give particular attention to gross profit. There are 
items with a fairly small margin and a large turnover 
that cannot be overlooked, but we are especially inter- 
ested in goods offering a generous margin to the jobber 
who is willing to do a real selling job. 

It is not possible to take the popular adage about 
“quick sales and small profits” and apply it indescrimi- 
nately to all items of merchandise. To guide them in 
future buying, jobbers should study more carefully the 
gross profit, investment, and sales effort made on indi- 
vidual items. As a matter of fact, wholesalers in 
general, if they hope to succeed against the tremendous 
competition met on all sides, will have to adopt a plan of 
careful study of all departments of their business. 





Teaching housewives to get the best results from their 
washers insures satisfied users. And we impress the 
dealer with the fact that the satisfied user next door 
is a powerful factor in his sale of washing machines. 
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By H. C. CORNELL 


Manager, Fixture Department 
Crandall Electric Supply Co. 
Jackson, Mich. 


Better conditions will come about in the industry 


when the fixture salesman begins to sell himself 


and his product in proper fashion 


HE average home has only two sets of lighting 
fixtures during its lifetime. 

Over the same period of time the average citizen 
will buy half a dozen radios and as many automobiles. 
While he demands the finest of these things his purse 
will afford he is often perfectly willing to place in his 
home the cheapest lighting fixtures that are to be had 
on the market. 

This seems strange in view of the fact that lighting 
fixtures are used more hours per day than anything else 
used by the family and that money spent on them does 
more to give the home the proper effect than any other 
item one could buy. The fixture dealer himself is in a 
measure responsible for this condition. 

When a customer comes into a store that displays fix- 
tures he usually fails to get the proper prospective on a 
fixture surrounded by others. Some that look very fine 
in a display show up poorly in a home. Or again, a shy 
modest violet among fixtures may turn out to be a shin- 
ing jewel when placed by itself. 

The customer does not realize this and cannot be ex- 
pected to do so. It is the duty of the fixture salesman 
to point out these things. Too often the customer, if 
left to his own devices will pick out a set of fixtures that 
will remain an eyesore for years to come. The result 
is that inwardly, and justly too, he blames the fixture 
man for allowing him to buy the thing that first attracted 
his eye. 

Neither does he know that one fixture is a sprayed job 
and another is plated, or that there is a great difference 
even in plated fixtures. Some are plated in three hours 
while it takes three days to plate others. To the inexperi- 
enced customer the only apparent difference is in price. 
In six months or a year he will begin to see the difference 
and by that time he has forgotten that he purchased a 
bargain, and remembers only that the goods he bought 
are not satisfactory. 
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In too many 
instances the cus- 
tomer is allowed 
to purchase this 
cheap merchan- 
dise when he 
could well afford, 
and be better 
pleased with 
good quality fix- 
ture. 

More high 
grade fixtures 
would be sold if 
more of them were on display, and every dealer owes it 
to the industry to display just as many of this class of 
fixtures as local conditions will warrant. 

Better conditions will come about in the industry when 
the retail fixture salesman begins to sell himself to the 
public. He should be able to inspire confidence both in 
his integrity and his knowledge of the type of fixtures 
that harmonize in different homes. 

When this is done the customer loses his natural reti- 
cence and comes forward with a frank explanation of 
his lighting fixture problems. 

A year ago a woman gave us a refixturing job. She 
came into the display room and made her selection with- 
out accepting any suggestions of any kind from us. 
When the fixtures had been hung she called me to com- 
plain that the dining room light had been hung in such 
a way as to shine in her eyes when she sat at the table. 

I adjusted it for her and we talked of fixtures after- 
ward. Evidently she gained a favorable impression re- 
garding my knowledge of fixtures because she asked me 
this time what I thought of them and if anything could 
be done to improve the general lighting scheme. 

The house was of old English (Turn to Page 68) 
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MEN YOU SHOULD KNOW 


Starbuck Sprague 


President, Sprague Electrical Supply Co., 
Waterbury, Conn. 


NCE in a blue moon some 

prominent man arises whose 

life is a living contradiction 
to the popular copy book maxims 
and the regulation life story of a 
prominent man. 

Starbuck Sprague is one of these 
exceptions. Mr. Sprague did not arise 
in the cold gray of early dawn to sell 
papers at the age of 10, nor did he 
frame in his office the first dollar he 
ever made in the business world. We 
would not be at all surprised to hear 
that he squandered it on theatre 
tickets, or something equally unim- 
portant, and had a jolly good time 
for himself and friends in so doing. 

His first position in the business 
world came after he was graduated 
from Harvard in the class of 1907. 
Having been told that there was 
plenty of room at the top he decided 
to start there. So instead of polish- 
ing the handle of the big front door, 
running errands, and so forth, he be- 
gan as district manager of the Helious 
Light Co., Boston. Other men might 
begin at the bottom rung of the lad- 
der if they choose, but to his way of 
thinking the quickest way to learn the 
duties of an executive was to be one. 
Some might say that Mr. Sprague 
was born with a silver spoon in his 
mouth, but if this is the case then the 
spoon was the ability to do hard jobs 
with ease, and the realization that the 
simplest most direct route to a goal 
is always the best. It takes “intestinal 
fortitude” to plan such action, but 
Mr. Sprague’s shows he is not lacking 
in that. 


A KFTER a year and one-half in 
Boston he went with the General 
Electric and served it both at 
Schenectady and New York for 
eight years. Most of this time was 
spent in the New York branch of the 
supply company where he was in 
charge of motor sales. 
At the end of this period he was 
sent to Waterbury to help boost sales 
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A Natural Born Salesman 


for a company that was 
acting as sales agents 
for the motors of his 
firm, 

In this new assign- 
ment he saw big oppor- 
tunities for increasing 
sales but he was unable 
to carry them out ac- 
cording to his ideas. 
Feeling that he could 
not do his employers 
justice in working along 
lines on which he was 
not sold he offered his 
resignation and prepared to go into 
business for himself in Waterbury. 


them. 


ERE was where the really re- 

markable character of Mr. 
Sprague asserted itself. In the short 
time which he had been in Waterbury 
he so thoroughly sold the employes of 
the firm with which he was associated 
that on learning his plans for going 
into business, 16 out of the 18 em- 
ployes offered their services. More- 
over, their faith in him was so great 
that they brought their bank books 
as well so that the new _ business 
would not be hampered for lack of 
capital. 

Few executives in the electrical, or 
any other business, have been so 
honored. Many business men have 
an army of friends; many are re- 
spected for their shrewdness but not 
often do we find a man like Star- 
buck Sprague whose associates are 
eager to place both their time and 
savings in charge of a man about to 
form a new company. 

It is not surprising therefore to 
hear that the business was a success, 
for this incident proves Mr. Sprague 
to be a master salesman. Just as he 
sold himself to his associates so he 
did to his customers, and sales were 
backed up by an organization that 
had the interests of the business at 
heart almost as much as the owner 
himself. 


If there exists a natural born salesman, 
“Star” Sprague must be included among 


He possesses a rare combination of 


boundless courage, sound judgment, and 
contagious enthusiasm which is responsible 
for the success of a sales organization that 
started from scratch only a few years ago. 


Mr. Sprague’s major policies for 
the operation of his business may be 
summed up as follows: 


1. Avoid needless duplication of 
stock. 


2. Sell in a local area where over- 
head is reduced to a minimum. 


3. Give the customer as much as 
possible—not in cut prices but in 
service. 

In line with the latter thought Mr. 
Sprague has in his organization an 
electrical engineer who specializes in 
advising industrial customers and 
contractors on problems that arise in 
the installation and sales of supplies. 


Mr. Sprague is an_ inveterate 
“joiner” and belongs to almost every 
club and association in the city, 
barring political organizations. The 
secret of operating two electrical sup- 
ply houses (Bridgeport and Water- 
bury) and attending to numerous out- 
side interests, according to Mr. 
Sprague, lies in having a smooth run- 
ning organization manned by em- 
ployes who are capable of working 
with a minimum of supervision. 





This Is Number 128 in 
Our Series of Prominent 
W holesalers. 
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Starbuck Sprague 


President, Sprague Electrical Supply Co., Waterbury, Conn. 
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NEWS mm VIEWS of the DAY 








A Modern Time Saver 


Above: Practically a day’s time was saved by the use 
of large electric floodlights on and about the S. S. Levi- 
athan while in drydock at Boston, where the ship under- 
went its semi-annual cleaning and inspection. These lights 
enabled the vessel to leave with the four o’clock morning 
tide rather than the three o'clock tide the following after- 
noon. It is estimated that the saving in time will result 
in a saving to the United States Lines of between $15,000 
and $20,000.—Wide World Photo. 













Broadcasting from the Deep 






Right: A description of life aboard a submerged sub- 
marine was recently relayed to radio listeners, for the first 
time, by the National Broadcasting Co. George Hicks, 
NBC announcer, speaking from the USS O-8, gave a 
description of the sensations he felt as the sub made its 
descent to the bottom of the sea. He also carried on a 
conversation with James Wellington, another NBC an- 
nouncer, who was aboard the O-4, sister ship of the O-8, 
on the surface. Wellington gave a description of the O-8's 
maneuvers before she submerged. Photo shows NBC 
engineers aboard the O-4 picking up Hick’s words from 
the O-8 while Commander C. M. Elder of the O-4 (left 
center) and Lieut. Commander Raymond C. Deming, 
Commander of Division 2 of the New London Submarine y 
Squadron, listen in.—Wide World Photo. 













Sw. 























Makes Light Speak Like Biblical Burning 
Bush 


Left: Like the voice speaking to Moses from 
the burning bush as described in the Bible, 
Sergius P. Grace, assistant vice-president of 
the Bell Telephone Laboratories, makes speech 
and music issue from the burning electric arc 
in the center of the projector shown in the 
photograph. Alexander Graham Bell first ex- 
perimented with the “talking flame” as early 
as 1875, using bright rays of sunlight as the 
base. Bell scientists are again working on the 
theory, hoping to make some practical use of 
it. Grace, at the left, is assisted by R. M. 
Pease, right, a member of the Bell technical 
staff.—Harris Ewing Photo, 
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LET THE BIG RECEPTION” 
FOR PROSPERITY START 


WITH . 








JEFFERSON 


NION=F USES 





UNSCREW ONE-PIECE 
END CAPS 


TWO 
THREE— 


SCREW ON ONE- 
PIECE END CAPS 





AND THE FUSE 





Another time and cost saver—Jefferson- 
Union Knife-blade Renewable Fuse 


The Jefferson-Union Knife-blade 
Fuse is uniquely simple. Insertion of 
a new link is a matter of seconds. 
Only one end-cap is removed. Loosen- 
ing the studs a little permits speedy 
insertion of link. Rugged construc- 
tion plus an exclusive method of 
venting through the fibre insures 
long-continued life. 


IS RENEWED/ 


a oe al 


Jaa 


OU’LL get little advance 
notice when prosperity 
comes back. Use these days 
then to get equipment ready 
... don’t be caught napping. 
Particularly prepare on such 
essential yet small-expense 
items as fuses. Check up every mo- 
tor and electric circuit, see that fuses 
are replaced . . . and replaced with 
Jefferson-Union Renewable Fuses. 







_— 








Why Jefferson-Union Ferrule 
Fuses Save Time and Money 


The Jefferson-Union Fer- 
rule Type Fuses have end- 
caps in one piece, without 
loose washers or end plugs, 
assuring positive contacts 
with fuse clips. Venting is 
through the caps, not the 
threads. Inspection and 
cleaning are easy, conveni- 
ent. Soisinsertion of fusible 
link which adjusts itself 
automatically in length for 
a perfect fit. Held diagonally 
in the casing, it does not 
touch or char the casing. 
These features assure long 
life, low cost, quicker re- 
newals. 











Y 


Jefferson-Union Fuses withstand 
blowout after blowout . . . and the 
fusible links are replaced in a few 
seconds. They cut yearly fuse costs 
and loss of productive time among 
men, motors and machines. 


Getting these small items off the 
list simplifies your whole mainte- 
nance problem .. . and it is real 
economy to lay in a supply now. 


JEFFERSON ELECTRIC COMPANY 


1519 West 15th Street 


Chicago, Illinois 


A-4900 
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Representative Wholesale Houses 


Northland Electric Supply Co. 
Minneapolis, Minn. 


Left: Northland’s new home at 309-311 South Fifth 
St. The first floor is 41x150 and the basement 82x150, 
providing extra space for heavy stock below. The out- 
standing service feature is the installation of three 
separate places for handling goods. A steel chute takes 
care of a large percentage of the incoming material. In 
addition, there is a loading platform with an elevator, 
also a runway where trucks can be driven into the 
building for outgoing orders. The shelving arrange- 
ment is ingenious and economical, Several hundred new 
packing cases with both top and bottom open, hold 
broken package material, with standard packages 
directly oppasite. 





Right: The general office is opposite the store 
and city counter and is arranged for both appear- 
ance and utility. The main idea was to lay out 
the office in a way to insure smoothness in the 
clerical operations and to make easy the reception 
of salesmen and customers, especially in the matter 
of demonstration and quoting prices. 


The residential fixture display room 
is all that could be desired in the way 
of beauty, comfort and the proper 
transaction of business. Dealers use it 
freely and when their customers visit 

Above: A good view of the store showing the main aisle, the it alone, they receive prompt and effi- 
appliances and the city counter. This arrangement makes a fine cient attention. There are enough units 
impression on customers and automatically places the most impor- installed to do justice to the lines, but 
tant specialties right before their eyes. The information desk and not so many as to give a crowded 
switchboard is at the left, placed just right for the handling of calls appearance. There is a commercial 
and the direction of visitors. lighting display room in addition, 
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SWITCH 
No.6890 TUMBOLIER 
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NEW ENLARGED LINE of Bakelite-Base Switches—to accommodate 

every combination of circuits in general use today. Control one, two or three 

circuits through a single-gang plate handily located, instead of two or three 

switches separately placed or grouped in a multi-gang plate. Neatly UNIFIED, 

stylish, inconspicuous. Example: Porch, hall and living room lights are controlled by 

3-lever Tumbolier Switch No. 6890 illustrated above. Two rooms—any two lighting 
circuits—are worked with 2-lever Tumbolier No. 6899. A 1-lever Tumbolier No. 6815 
completes the line and harmony of effect where a single switch should be separately 
placed for convenience. All numbers furnished with locking feature, if specified by adding 
“L” to Catalog number. Regular and lock switches take same standard plate; brown 
BAKELITE to match switch. * Write for Catalog data-sheet for full list of circuit combinations. 


HART &® HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 
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Jobbers Salesman 


W. J. McLAUGHLIN, £ditor 


New Industry Program 
To be Announced in February 


S has been stated on page 3 of this is- 
sue, it has been found necessary to 
postpone the announcement of “The 

Jobber’s Salesman’s New Program for 
Market Development” until the February 
number. 

The staff of “The Jobber’s Salesman” 
has put a tremendous amount of work into 
the study and organization of this plan. 
Such efforts have included research work 
carried on in intensive fashion in the field, 
interviews with leaders in the industry and 
finally the grouping of the plan into logical, 
workable form. 

There is no secret about what is to be 
announced. It is simply a program based 
on the realization that the electrical whole- 
saler and the electrical manufacturer as 
well, need help and suggestions of a sound 
nature. The plan itself deals in principles 
and those who adopt it are free to use it, 
or any part of it as they chose, but it is 
maintained that the principles set down in 
the plan will have to be adopted by the 
electrical wholesaler and manufacturer if 
they are to remain in business. 

Not only is it essential for any business 
house to know its markets, but also it 1s 
equally essential to know how to reach that 
market. The former calls for market deter- 
mination, the latter for intensive selling. 
The plan, therefore, will not merely empha- 
size these outstanding essentials in success- 
ful distributors, but what is more important, 
will actually include the methods to be used 
in accomplishing the work. 

It is sincerely hoped that every whole- 
saler in the industry will give the deepest 
consideration to this “New Program for 
Market Development,” for in its adoption 
lies the opportunity for permanent success. 


Public Utility 
Merchandising 


HE matter of public utility merchan- 

dising holds the attention of the entire 

industry. In some sections of the 
country, there are efforts being made to 
cooperate with local wholesalers and deal- 
ers. The so-termed “Long Beach Experi- 
ment” should be closely watched as its 
results will have no small bearing on the 
contentions of those concerned in this prob- 
lem. 

The situation as it stands today should 
receive the serious consideration of those 
responsible for power company policies. Not 
a few trade associations have passed un- 
friendly resolutions. The protest of the 
local retail merchant is ceasing to be a voice 
in the wilderness. 

It seems apparent that the real executives 
in the public utilities have delegated too 
much responsibility to department mana- 
gers who, in turn, have become too much 
concerned with sales volume instead of cur- 
rent consumption. 

In the December issue of ‘The Jobber’s 
Salesman” the proposals of L. E. Moffatt, 
editor, “Electrical Merchandising,” were en- 
dorsed. An expressed willingness on the 
part of public utilities to study and to put 
into effect those proposals would assist ma- 
terially in not only reducing the greatest 
source of friction between central stations 
and local members of the industry but also 
would be a reply to the agitation by Na- 
tional Trade Associations. Such agitation 
is gaining momentum. It is backed by 
sound reasons. It is securing the support 
of many men in many industries. 

That the local merchant in many com- 
munities finds it virtually impossible to par- 
ticipate in the sale of current consuming 
devices is a well known fact. Many manu- 
facturers and wholesalers are confronted 
with the same situation. 

The National Electrical Wholesalers As- 
sociation has entered no objection to cen- 
tral station merchandising, but it does be- 
lieve that such merchandising should be 
carried out on a fair trade practice plat- 
form. This attitude on the part of a group 
more concerned than any other with the 
sale of current consuming devices is emi- 
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nently fair, possibly too fair for its own 
good, for after all, there really is something 
in the old saying, “The wheel that squeaks 
the loudest is the wheel that gets the 
grease.” 
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Reorganize the 


Local Clubs 


E are still firmly convinced that the 

industry is in need of local associa- 

tions, chapters or clubs to work upon 
and solve local problems. And, it is possi- 
ble to organize some plan whereby such 
groups could participate in the benefits of 
the National Electrical Wholesalers Associ- 
ation. 

At the present time there exists the East- 
ern Electrical Wholesalers Association, but 
outside of that, there are only the Lake 
Michigan Club and the Missouri River Club 
showing consistent activities. 

The Dixie Club, the Lake Erie Club and 
others of similar nature, have not been ac- 
tive for quite some time. 

Such groups should be reorganized. There 
is a definite need for them, and the leaders 
in various trading areas would be surprised 
at the response with which they would meet 
if they were to call such groups together. 


*K *K >* 


The Capper-Kelly 
Bill 

TUDENTS of the Capper-Kelly Bill 

which has been bouncing around 

Washington for 15 years are now con- 
vinced that the bill in its present shape has 
lost much of its importance and value. To 
quote the December 10 issue of “Business 
Week”: 

“In its present form the Capper-Kelly 
Bill, now consisting of but four short sec- 
tions, would legalize, within the limits of 
its terms, so-called price-fixing only by the 
producer, only on commodities of commerce 
bearing his mark, brand, or name. But 
there’s a joker even in this. 

“The producer may sell to retailers and 
specify the resale price to consumers, he 
may sell to wholesalers and specify the 
resale price to retailers; but he may not sell 













































to wholesalers and still specify the subse- 
quent retail price for his product. 

“Hence, to have his commodity retailed 
to the consumer at a fixed price he must 
eliminate the wholesaler. Thus retailers in 
lines of trade where wholesalers have 
proven indispensable are inviting serious 
disturbance in demanding enactment of the 
Capper-Kelly Bill. Similarly, wholesalers 
can have but little hope of any direct bene- 
fits from it as it permits only one step of 
price-fixing, specifically excludes private 
brand merchandise, and applies only to pro- 
ducer-sold merchandise in interstate com- 
merce.” 

It must be borne in mind that many as- 
sociations went on record as supporting 
this bill before the latest changes were in- 
troduced. It is doubtful if they would sup- 
port it today. 

* * x 


An Ethical Program 
for Salesman 


HARLES F. Abbott, executive direc- 

tor of the American Institute of Street 

Construction, in a recent address be- 
fore the National Council of the Trading 
Salesmen’s Association, said: 

“Tt is well to bear in mind that in the 
future the attention of salesmen will be 
concentrated upon the following ethical 
program: Replace volume sales with honest, 
intelligent and aggressive selling at a profit; 
one price to all without any concession or 
discrimination; abandon all misrepresenta- 
tion; abolish all secret rebates; no sales at 
cost or below cost; eliminate all commer- 
cial bribery; maintain standards as estab- 
lished by the industry avoiding any substi- 
tution or impairment of quality or workman- 
ship; cooperative attitude toward competi- 
tors; adopt a sales policy that is fair to all, 
then vigorously carry it out: refuse to in- 
dulge in price-cutting because of some rumor 
that a competitor had submitted a lower 
price; insist that every order includes a 
reasonable profit; support your trade organ- 
ization to the limit of your ability.” 

The individual salesman who takes Mr. 
Abbott’s suggestions to heart can make him- 
self not only of infinitely more value to his 
house, but to himself as well. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to “The Jobber’s Salesman,” by Wholesalers, on Market and 


Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








COMMODITY 


EASTERN STATES* 


CENTRAL STATES® 


WESTERN STATES* 





MARKET 
Nov. 15 to 
Dec. 15 


PRICES 
General 
Trend 


MARKET 
Nov. 15 to 
Dec. 15 


PRICES 
General 
Trend 


MARKET 
Nov. 15 to 
Dec. 15 


PRICES 
General 
Trend 
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Transformers, insulators, distribution __ 
equipment 
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Commercial lighting units.............. 











Residential lighting units.............. 











Street lighting equipment 
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Flashlights and batteries............... 11 
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Telephone equipment................. 
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Storage batteries 





EASTERN STATES 
ALL 22 LINES COMBINED 





Fair 
55% 
59% 
42% 


Poor 
32% 
28% 
26% 


Good 
13% 
13% 
32% 


Poor 


39% 
34% 


26% 


Fair 
45% 
53% 
47% 


Good 
16% 
13% 
27% 


Poor 
38% 
34% 
26% 


Fair 
50% 
49% 


48% 


Good 
12% 
17% 


26% 





Nov. 15—Dec. 15, 1930 





Same Period Previous Month.......... 














Same Period Year Ago................ 



































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota. Nebraska, Kansas, Oklahoma and Texas. 
Central States include all between. 
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Power Companies and 

independent dealers 

all over the country are 

pushing the sale of 

electric ranges—thou- 
sands of homes and apartments are being equipped. 


Contractors and installation departments are selecting the 
SQUARE D Catalog No. 38372 meter service switch and 
combination fuse cabinet for lighting and range circuits, 
because it offers the most modern, the most compact and 
most economical installation where electric ranges are used. 
With the growing popularity of electric ranges, this unit is a 
profitable one to stock. 


The meter service switch section is wired directly to the 


Affiliated with 
DIAMOND ELECTRICAL MAN- 
UFACTURING COMPANY, LTD. 
Los Angeles San Francisco 

Houston 


SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO 


Toronto Montreal 


SQUARE D 


COMPANY 


DETROIT. U.S.A. 
BQUARE D 


ELECTRICAL Di EQUIPMENT 


branch fuse block. All wires for the meter loops are soldered 
in lugs and fastened to the switch ready for connecting to the 
meter. The main fuses and test jacks are accessible through 
the small door at the top which can be opened only when the 
switch is off. The distribution block provides for four 30- 
ampere lighting circuits and one 60-ampere range circuit. 


The 60-ampere range circuit fuses are mounted on the 
Bakelite cover of a pullout so that they come out with the 
cover, disconnecting the circuit. The contact jaws are inac- 
cessible as they are reversed below the surface of the 
block, making them absolutely safe (dead front). 


Further information regarding this unit and jobbers’discounts 
will be supplied by SQUARE D branch offices or you may 
write directly to the SQUARE D COMPANY, DETROIT, MICH. 


Factories a?: 
DETROIT, MICHIGAN; MILWAU- 
KEE, WISCONSIN; AND PERU, 
INDIANA 


BRANCHES IN ALL PRINCIPAL 
CITIES 
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News From The Wholesale Field 








\ 


New Jobber in California 

The State Electric Supply, Ltd., is 
the name of a new firm of wholesale 
electrical distributors, with head- 
quarters at 241 Tenth St., Oakland, 
Calif. The three owners, Harry E. 
Perl, W. T. Ahnstrom, and W. V. 
Etzkorn were formerly connected 
with Gilson’s, Inc., and have taken 
over that business. 

x * Ox 
Electric Supply Awarded 
Tulsa Contract 

The Electric Supply Co., Tulsa, 
Okla., was awarded a contract by the 
city of Tulsa, recently, for the equip- 
ment for a modern street traffic sig- 
nal system to be installed at 23 inter- 
sections. Installation of this system 
will begin just as soon as material 
can be placed on the ground, prob- 
ably about January 1. 

K *x * 
Turtle and Hughes 
Adds Department 

The trade of the Willett Martin 
Co., Inc., was added to the busi- 
ness of Turtle and Hughes, Inc., 


and their salesmen. 
the personal element in the industry. Your co-operation 1s solicited 1n 
making this human side of the magazine more interesting. 


THE JOBBER’S SALESMAN maintains men in the field, it sends out 
monthly “what's the news sheets’ to every wholesaler and 1t gladly 
receives voluntary news contributions and snapshots from wholesalers 


All this enables it to reflect from month to month 


Elizabeth, N. J. Mr. Martin and Mr. 
Giesler will continue their services in 
this new department. 


* ok 2k 


Lindley Electric Installs 
New Display Room 
The Lindley Electric Supply Co., 
Philadelphia, is now installing a new 
display room for both fixtures and 
appliances. x x x 


Chicago Electric Association 
Holds Annual Dinner 

The Electric Association of Chi- 
cago held its fifth annual banquet at 
the Palmer House on November 20. 
Samuel Insull, Jr., made the address 
of the evening. A capacity crowd 
filled the grand ball room where the 
banquet was held 


* * x 


Advance Electric 
Changes Quarters 
The Advance Electric Supply Co., 
‘lint, Mich., has changed its location 
to larger quarters at 1102 N. Sag- 
inaw St. 






Silk City Moves 
The Silk City Electrical Supply 
Co., Patterson, N. J., now occupies 
its new building at 14 Van Hou- 
ten St: a *K K 


New Jobber in Memphis 

The Electric Supply Co., a new 
electrical wholesaling house at 272 
Madison Ave., Memphis, Tenn., 
opened on November 15, according 
to an announcement by W. A. Mund- 
ing, president of the concern. This 
company will handle the territory 
consisting of western Tennessee, east- 
ern Arkansas and northern Missis- 
sippl. 

* * ok 


W. D. Cameron 
Promoted 

W. D. Cameron has been ap- 
pointed manager of the Detroit office 
of the General Electric Co., to suc- 
ceed the late J. H. Livsey, it has been 
announced by W. O. Batchelder, 
manager of the central district. Since 
1927 Mr. Cameron had been assistant 

manager of the Detroit office. 








The sales organization of the American Electrical Sup- to right: 
ply Co., Chicago, recently made a pilgrimage to Milwau- 
kee for the purpose of going through the Louis Allis fac- 
tory and becoming familiar with the manufacture of electric 
motors and so forth. The “American” men, together with 
the engineering staff of the Louis Allis Co., are from left 


Ressler; H. 


Owens; E. 





T. Wieseman; A. Foreman; R. Snyder; J. 
Schuele; J. Daganhardt; L. Rathbun; L. Maine; W. Smith; 
W. McCollum; G. Waters; A. Thompson; W. Burr; H. 
L. Smith; E. Fogelsong; W. Fischer; R. J. 
Davis; 
W. F. Netwig; J. R. Patterson; E. Swenson, and T. Roensch. 


S. Randall; F. Roepke; O. Pihl, Jr.; 






















ee <_, ama 2 am 
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RADIC) Ne O45 


QUILET.. 


New Hook-UP FOR RADIO INSTALLATIONS 
— modern, unique in idea. Aerial, Ground and = SN 
ak 













Power connections from a ONE- Game Outlet. Fits 
all standard-depth wall boxes; takes standard 
Bakelite Duplex Receptacle Plates. Att Bakelite, 
face, body and back. » » » » » 


Aerial, ground and power connec- 
tions are plainly marked on Re- 
ceptacle. To further insure correct 
connections, the aerial and ground 
plug has blades set at angle which 
prevents insertion in the power 
slots of Receptacle. In use it is 
positively fool- proof. » 


Standard plug cap furnished on 
radio fits the power slots only — 
and functions there. Firm, positive 
contacts replace the loose fit of 
ordinary radio- plug connections. 
Both the Aerial-Ground and Pow- 


with Plug SA 


er Outlets have Finding Grooves C I = 
for the plug prongs. A divider plate ~~ 
keeps Aerial-Ground and Power omp ete | 


circuits separated in wall box. This 
arrangement meets the require- 
ments of the National Electric Code. 


Aerial-Ground-Power from a 1-Gang Outlet 


The new Radio Outlet serves equally well for old buildings or new work. As easily installed as any 
Convenience Outlet; gets rid of objectionable surface wires. Taking a standard wall box and standard 
plate, this Radio Outlet becomes a part of the newer-standard wiring job, matching the other wiring 
devices and completing the scheme of modern electrical convenience. Moisture- proof, safe, serviceable, 
highly workmanlike. Underwriters Laboratories Approved, of course. With Plaster Ears, standard. 


ELECTRIC DIVISION 


THE ARROW —-HART & HEGEMAN ELECTRIC CoO. 
HARTFORD,CONN. 
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ive News | 
bout Live Ones, 





3ELL is a new salesman 
with the Sprague Electrical Supply 
Co., Waterbury, Conn. This com- 
pany has also employed Milton Hol- 
lister as counter man. 


W. P. 


handle the 
the General 


will 


for 


FORSYTHE 
territory 


CARL 
\ustin 


Electric Supply Corp., Houston, Tex. 


Matcotm Duncan, formerly of 
red E. Staible, Inc., has been added 
to the force of the Central 
Electric Supply Co., Denver, Colo., 
to handle its general supply line. 


sales 


Tue Sprinc & Buckley Electric 
Co., New Britain, Conn., reports the 
transfer of A. J. Swanson to the 
road sales force. Mr. Swanson has 
heen office manager for the past 10 
vears. = 

C. A. FELKER will handle several 
loop accounts for the Westinghouse 
Electric Supply Co., Chicago. 


lie Hartrorp Electric Supply 
Co., Hartford, Conn., announces the 


addition of F. B. Robinson, A. Y. 
Bride to its 


Levin and J. D. 
organization. Gordon Griffin is a 


sales 
new counter man with this house. 


CiypE Lewis is now selling for 
the Westinghouse Electric Supply 
Co., Indianapolis, Ind. 

Haro_p Cox, formerly a counter 
man at the Elmira branch of the 
Southern New York Electrical Sup- 
ply Corp., has been transferred to the 
main office at Binghamton, where he 
will be a member of the sales force. 
Robert Luden is the counter 
man at Elmira. 


new 


W. SwAINE and P. Sincerbox are 
two new countermen with the Gen- 
eral Electric Supply Corp., Bangor, 
Me. Mr. Swaine has succeeded F. L. 
Moss as service manager. 

J. Ticunor, formerly with the 
Burgess Battery Co., is now selling 
for the Lindley Electric Supply Co., 
Philadelphia. 


Report comes from the Allen 
Electric Co., Cleveland, that J. L. 
Wolf, formerly lighting specialist for 
the Republic Electric Co., Cleveland, 
has now joined this organization in 
the same capacity. 

GeorcE C. Tanty, formerly with 
the Sampson Electric Co., is now 
selling radios in the south side terri- 
tory for the Metropolitan Electrical 
Supply Co., Chicago. 

RUSSELL KERR has been employed 
by the McDonald Electric Co., Inc., 
West Palm Beach, Fla., to take the 
place of B. K. Oak, warehouse man, 
who resigned. 

> a 


Changes in Personnel 
Tne NortuLanp Electric Supply 
Co., Minneapolis, announces the ap- 
pointment of C. E. White as head of 
its accounting department. Mr. White 
was formerly employed by the W. D. 
Rubber Co. 


J. L. DuGan, formerly manager of 
the Elmira house, will have charge 
of city sales at the Southern New 
York Electric Supply Corp., Bing- 
hamton, N. Y. R. T. Scannett, who 
is the new branch manager at EI- 


mira, was a salesman at the Bing- 
hamton office for the past six years. 

I-RANK CARPENTER 1s now purchas- 
ing agent for McNaughton and Mc- 
Kay, Inc., Detroit. He replaces D. 
Reid who is now with the Westing- 
house Electric Supply Co., in the 


same city. — 


Lines Added by Wholesalers 


Nassor-MIcHAELS ELECTRICAL 
SuppLy Co., Inc., New York—The 
Hubbell line of wiring devices has 
been taken on by this jobber. 

Rock River EvLectric Co., Rock- 
ford, Ill—This company has been 
appointed Rockford distributor for 
Steel and Tubes, Inc. 

BeLtasco Execrric Suppty Co., 
Chicago—This house has been ap- 
pointel “B” agents for the Midland 
Lamp Division. 

CENTRAL ELecrric SuppLty Co. 
Denver, Colo.——This jobber has just 
taken on the distribution of the Line 
Material Co.’s line of pole line hard- 
ware, insulators and specialties. 

SPRING AND BucCKLEY ELECTRIC 
Co., New Britain, Conn. — The 
Crocker-Wheeler Electric Mfg. Co. 
recently appointed this company as 
its Connecticut district agents. 

Braip Exvecrric Co., Nashville, 
Tenn.—This company has been ap- 
pointed distributor for the Norge 





The Atlantic Electrical Supply Corp., Richmond, Va., which is affiliated with 
the Baltimore and Washington companies bearing the same name, has moved to 
its new and larger quarters at 15-17 S. Eighth St. The fixture showroom, immedi- 
ately adjoining the supplies section, has on display a wide assortment of fixtures 
to suit any need. The facilities offered by the new quarters has enabled the 
company to increase the speed and efficiency of its service. I. R. Levet is man- 
ager, Joseph E. Lehman has charge of sales, M. Lehman is head counter man, 
and T. R. Farrell is responsible for good fixture construction. 
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LENTY! Take a look at the new line of Diehl 

8-inch oscillating and non-oscillating fans. How 
so much quality and dependability can be put into 
fans offered at such reasonable cost is a puzzle to 
many. 

Furthermore—Diehl 10-inch, 12-inch and |6-inch 
fans have come in for their share of development. 
They are lighter in weight and better looking than 
ever before and are sure to find wide acceptance. 

Now is the time to start laying your foundation 
for this summer's fan sales! So, fill in and clip out 
the coupon above and let us send you our new 
catalog for '31. The opportunities the Diehl line 
offers for maximum fan sales volume is sure to com- 
mand your interest. 





DIEHL MANUFACTURING COMPANY 


Electrical Division of 


THE SINGER MANUFACTURING COMPANY 


Make it a point to see the new 
Diehl 8-inch fans at the first op- 
portunity. You will be amazed at 


their ruggedness, quiet operation, Elizabethport, N. J. 
and breeze-producing ability! Atlanta Boston Chicago Dallas NewYork Philadelphia St. Louis 
List Prices 


Non-Oscillating Type $ 6.50 
Oscillating Type 11.50 






DIEHL 
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Sixteen years ago, when this picture 


was taken, Saul Mankowitz, left, was 
sales manager at the Amboy Lighting 
Co., Perth Amboy, N. J., and Sam 
Barshay the manager of the fixture de- 
partment. Mr. Mankowitz is now owner 
of the Raritan Electrical Supply Co., in 
the same city and Mr. Barshay still 
manages the fixture department at the 
Amboy Lighting Co. 


Corp. in western Tennessee and 
northern Alabama. The Braid Co. 
maintains branches at Knoxville and 
Birmingham. 


HARTFORD ELECTRIC SUPPLY Co., 
Hartford, Conn.—‘Servel” refriger- 
ators will be distributed by this 
jobber. 


NORTHLAND ELECTRIC SUPPLY Co., 
Minneapolis.—This house will repre- 
sent Hammond clocks and White 
Cross appliances in this territory. 


UNITED STATES ELECTRIC SUPPLY 
Co., New York—This house has 
added three new lines: Sessions 
clocks, the Royal-Rochester line, and 
“Star Rite” products. 


SCHMERHEIM EL ectric Co., Sagi- 
naw, Mich.—A new line, the Ham- 
mond clocks, has been added to this 
firm’s stocks. In order to give the 
new line a good start this company 
got out a handsome four page letter- 
head, with colored illustrations of the 
different clocks on the inside. 

OLscHAN ELEctTRIC SupPPLY Co., 
3ridgeport, Conn.—This company has 
taken on the distribution of the Cut- 
ler-Hammer line in this territory. 





Penn Electrical Engineering Co., 
Scranton, Pa.—This house has added 
the New Haven Westinghouse elec- 
tric clock to its line. 


SouTHERN New York ELECTRI- 
cAL Suppty Corp., Binghampton, 


N. Y.—This company has been ap- 
pointed distributor for the Crosley 
Radio Corp., in 11 counties. 


Mipwest Evectric Co., Minneap- 
olis—The Autovox line has been 
taken on by this jobber. 


C. S. Mersick & Co., New Haven, 
Conn.—This jobber now distributes 
Silex coffee makers in Connecticut. 





SERVICE ELectric Co., Hartford, 
Conn.—The Harvey Hubbell line has 
been taken on by this distributor. 


SPRAGUE ELeEctric SuppLty Co., 
Waterbury, Conn.—Waterbury elec- 
tric clocks have been added to the 
line of this house. 


Jem Exectric Co., New Haven, 
Conn.—The C. B. Rogers line of sil- 
ver lighting fixtures is now being dis- 
tributed by this company. 


THe Be_mont Corp., Minneapolis. 
—This company has taken on a new 
line, the “Sunbeam” Health appli- 
ances. It has the exclusive distribu- 
tion of these specialties in this terri- 
tory. 









Jobbers Active in 


Associations 
E. F. HAinc, manager of the 
Graybar Electric Co., Inc. Ft. 


Worth, Tex., was recently elected 
president of the Ft. Worth Electric 
Club. 


WALTER R. KIEFER, president and 
treasurer of the Kiefer Electrical 
Supply Co., Peoria, IIl., was recently 
elected to the board of governors for 
the North Shore Country Club of 
Peoria. One of Mr. Kiefer’s first 
moves was to modernize the club’s 
lighting and power wiring. 


Jacop A. Kahn of the General 
Electric Supply Corp., St. Louis, has 
been appointed chairman of the mun- 
icipal water supply. 


THE ACKERMAN Electrical Sup- 
ply Co., Grand Rapids, Mich., an- 
nounces the appointment of W. M. 
Ackerman, president, as president of 
the Grand Rapids Improvement As- 
sociation. 


THE BetcHer & Loomis Hard- 
ware Co., Providence, R. I., reports 
that Mr. Mulcahey, of the city sales 
department, has been made colonel 
of the United Train of Artillery. 


GLENN W. SMILEY, city salesman 
for the Graybar Electric Co., De- 
(Turn to page 34) 





Here are five and one half of the staff at the Tomberg Electric Supply Co., 
Wilkes-Barre, Pa. From left to right they are: S. J. Jones; Al Deutscher; Bob 
Smith; I. Tomberg, president; Alberta Schlosser and Kitty Roberts. 
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QUALITY s PARAMOUNT! 





) Economy Fuse & Mfg. Company 
CHICAGO, U.S. A. 
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C-H 7281 
Toggle Switch 


“Rubber-mounted” Toggle 
Switch is enclosed in a dust- 
proof case of molded C-H 
Thermoplax. Entire mechan- 
ism mounted on two resilient 
rubber cushions for silent 
operation. 


WAL AKA 


C-H 9586 “AAA” 
Twin Break Starter 


The structure of the new 
C-H Starter makes it almost 
imperishable electrically. 
Oxidation does not affect con- 
tactors; they neither bounce, 
weld nor burn; they are good 
for years more than the ordi- 
nary starter’s life. Entire 
starter simplified, strength- 
ened—superior! 


rik 


C-H 4141 
General Duty Safety 
Switch 


Type “C” design and con- 
struction, smaller in size with 
ample wiring space. Switch 
bases are smaller. Plug or 
cartridge fuse type. Twenty- 
four sizes range from 30 to 
100 amperes, 125 to 250 volts. 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


to SeH/ 


Au leading contractors tell the same 
stories of business success . . . how 
they serve better to sell more... how they 
capitalize their experience by urging com- 
plete wiring, adequate for future needs 
. . . how they hold the goodwill thus 
gained by using materials of unques- 
tioned quality. 

The same truths fit safety switch and 
motor starter business. Too often an in- 
adequate safety switch is specified .. . 
protection and permanence is left in 
doubt. Too often a safety switch is made 
to serve as motor control... a kind of 
protection, yes, but not the correct kind. 
Too often enthusiasm for giving momen- 
tary savings prevents an adequate, per- 
manent job. The contractor’s profits suffer 
first... and the buyer suffers eventually 
from a poor job. 


As a guarantee of long-lived satisfac- 
tion standardize on C-H Motor Control, 
Safety Switches, Wiring Devices. Their 
construction and performance are the 
result of the 30-year-old C-H policy of 
not being satisfied with “just good 
enough”’. They are accepted as of superior 
quality everywhere . . . an acceptance 
built by consistent and far-reaching ad- 
vertising and by quality that satisfies the 
most critical buyers. Use the C-H trade- 
mark as a selling point . . . and with it 
stamp the whole job as good. 
























rr 
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This story, told to your customers, 
is making the C-H Franchise of in- 
creasing importance to independent 
wholesalers. 








is to 


Serve 


Mr. Eugene Ashe 
Says... 


“Tf youwanta Mam’ s business, frst prove 
yowre experienced enough to handle it” 


tcc 


CUTLE 


“The contracting business can no longer 
be conducted profitably on the old ‘waiting- 
to-serve-you’ basis. To get business now we 
have to go to the builder with new ideas— 
show him how to get a better wiring job”, 
says Mr. Eugene Ashe. Mr. Ashe, president 
of the Eugene Ashe Electric Co., of Fort 
Worth, Texas, is known throughout the 
South as one of the most progressive con- 
tractors in the field. 


“The best way for me to win confidence 
is to let the builder know I am as experi- 
enced in my field of electrical contracting 
as he is in his field of building. If I can give 
a little unasked-for help—check with his 


cit. 
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1906, 


increase in business, 


architect on wiring plans before the instal- 
lation—suggest various ways of improving 
the electrical system that will eventually be 
to his profit—then I am very likely to get the 
job and certainly will be remembered when 
the next job is up. 


“Service to a client doesn’t end here. It 
pays to use high quality materials to make 
sure that the job will be permanently right. 
We point this out to the builder... make a 
selling point of it. On many of our instal- 
lations we use Cutler-Hammer exclusively. 
This equipment is exceptionally well built, 
durable and certainly adds to the customer’s 
satisfaction both immediate and future”’. 


CUTLER-HAMMER, Inc. 


Pioneer Manufacturers of Electrical Apparatus 
1286 St. Paul Avenue 
MILWAUKEE 








WH 
WIRING DEVICES - MOTOR CONTROL - SAFETY SWITCHES 





s 


H 


SEAS 


WISCONSIN 




























Mr. Eugene Ashe, as president of 
one of the oldest electrical contract- 
ing firms in the South, speaks on con- 
tractor-salesmanship with authority. 
His own organization, founded in 


remains unchange 
sonnel with the exception of addi- 
tional employees due to a splendid 
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With the first of the year the Stand- 
ard Light Co., Milwaukee, Wis., will be 
known as the Standard Electric Sup- 
ply Co. The heads of the company, 
from left to right, are: Russell Becker- 
mann, assistant manager; D. Siegel, 
vice-president and general manager, and 
D. Stern, president. 


(Continued from page 30) 
troit, was recently granted a mem- 
bership in the Illuminating Engineer- 
ing Society. He has been an asso- 
ciate member for several years and 
during that time has been very ac- 
tive in the promotion of better light- 
ing in his district. 


THe Hesset and Hoppen Co., 
New Haven Conn., report the ap- 
pointment of M. S. Nettleton, assist- 
ant secretary, to the executive com- 
mittee of Purchasing Agents of Con- 
necticut. 


Tue Perry-Mann Electric Co.. 
Inc., Columbia, S. C., announces the 
election of W. M. Perry, president 
of the Company, as president of the 
Columbia Rotary Club. Mr. Perrv 
also heads the Columbia Community 
Chest. 


J. F. O’Brien, manager of the advertising and sales pro- 
motion department, Westinghouse Lamp Co., outlined the 
advertising program of his firm for 1931 at the Westing- 


Jobber’s Sales Activities 

NELSON ELectric Suppty Co., 
Tulsa, Okla.—This house is making 
special sales efforts on the Gulbran- 
sen radio. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., Binghamton, N. Y.—‘Cinder- 
ella” washers and Westinghouse 
clocks are being featured in this 
month’s sales campaigns. 


Stusss Execrric Co., Portland, 


Ore.—Lamps, appliances and clocks 
form the center of the sales cam- 
paigns conducted by this firm. 


Erectric Suppty Co., Tulsa, 
Okla.—This company stressed heat- 
ing appliances in its holiday cam- 
paigns. 


Unitep Exectrric Co., Wichita, 
Kans.—Toy trains and heating appli- 
ances were the most important 
features in last month’s sales activi- 
ties. 


LINDGREN ELEcTRIC SUPPLY Co., 
Chicago—In connection with its sales 
efforts, this house has recently issued 
new catalogs. 

GENERAL ELEcTRIC SUPPLY CoRP., 
Evansville, Ind—This company cen- 
tered its efforts on “Hotpoint” appli- 
ances, General Electric cleaners and 
the Noma Christmas decorative 
equipment. 


NORTHLAND ELECTRIC SUPPLY 
Co., Minneapolis—A special drive on 


In connection with a special “Electro- 
trim’ campaign conducted last month, 
the Metropolitan Electrical Distributors, 
Inc., New York, featured this display in 
its show window. 


Hammond clocks was carried on 
during the Christmas season. This 
firm found floor and portable lamps 
sold unusually well last month. 


GENERAL ELECTRIC SUPPLY CoRP., 
Columbus, O.—Cleaners and appli- 
ances were stressed by this company 
in its last month’s promotional 
activities, 


SuTTON ELectric Suppity Co., 
Wichita, Kans.—This jobber fea- 
tured radio in a recent sales cam- 
paign. 


-PERRY-MANN ELEctric Co., Inc., 
Columbia, S. Car.—The campaigns 
on the General Electric radio, Edison 
lamps and “Ivanhoe” commercial 
lighting units, being carried on by 
this house, are very successful. 


house Electric Supply Co. sales meeting, held at the Morri- 
son Hotel, Chicago, recently. This photograph was taken 
with the new “Photoflash” lamp. 
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THAT MEET 
THE DEMAND 
FOR BEAUTY 


36” and 52” DE LUXE CEILING 
FAN. Below—Only 181,” head- 
room with light fixture. Lustrous 
bronze finish, harmonious with 
modern interiors. Reversible blades. 
One lubrication lasts two years. 
A. C. $41 to $54 list. 


















8” OSCILLATING MODERNISTIC FAN 
Above—The last word. Moderne de- 
sign to “fit” 1931 homes. Rich dull 
silver-like finish. 8” blades. Masked 
oscillating mechanism—can’t dam- 
age draperies. The biggest little fan 
on the market. $12.75 Jést. 


10” OSCILLATING ART FAN 
Above—The success of the stationary 
art fan insures a big sale on this oscil- 
lator. 10” blades—large volume 
breeze. Masked oscillating device. 
Bronze finish suitable for home or 
office. A.C. $18.95. D.C. $20.45 Uist. 


Good looking appliances sell fastest today. In looks, in precision manufacture, 
in dollar-value, these three new R & M creations set the pace in fans for 1931. 
National advertising will make thousands want them. All are of typical R & M 
trouble- proof construction. All make you a good profit. Send for the 1931 
catalog —today. Robbins & Myers, Inc., Springfield, Ohio; Brantford, Ontario. 


Robbins & Myers, Inc. 


FANS AND MOTORS 


Below—KOOLITE— Below. BIDDY.Com- 
the new low-priced com- bination juice extractor- 
bination fan-lighting drink mixer. Standard 
fixture. $20 — $21.50. $14.95. DeLuxe $18.95. 















Above—STANDARD 
FANS. All types and 
sizes. A.C. and D.C. 





Above—PORTABLE 
WALL FAN. Fits Biddy 
bracket. Ideal for kitch- 
ens. $7.50. 


HAND ELECTRIC HOISTS AND CRANES 
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36 THE 


JOBBER’S 


JsaLEsMaAN 





FOUNDED ON THE BELIEF 


Irving Protoss, familiarly known in 
the trade as “Irving,” first started in 
the electrical supply line in 1906 as an 
order selector and now heads his own 
company, the Irving Electrical Supply 
Co., Inc., New York, which was estab- 
lished in 1928. Mr. Protoss believes that 
the steadily increasing growth of his 
concern is due to the careful and etticient 
attention given to each customer. 


Odds & Enz 
By Walter Holmes. 
THE balmy days when battery 
sales were at a peak the Manhat- 
tan Electrical Supply Co., New York 
branch, found that they had a sales- 
man who was making an average of 
35 calls per day. “Marvelous!” every- 
one said, and a man was sent out with 
the speed king to learn how he did it. 
Arriving at his first call the salesman 
cupped his hands to his mouth, stood 
up in his car, and shouted, “Hey, 
Bill!” The proprietor came to the 
door and the salesman delivered his 
message: “How many batteries do 
vou want today ?” 

A stranger posing as a contractor 
walked into the store of the Tudor 
Electric Co., New York, a house sell- 
ing wholesale only, and said, “Give 
me a candelabra socket plug.” 

“We haven’t got any of them to- 
day,” said Bill Korn, behind the coun- 
ter, “but maybe a 15 amp. canopy 
would do.” 

“Nope,” said the customer, “ 
use any of them today.” 


I can’t 


We recently heard a lamp sales- 
man making a call on a customer- 
dealer and the conversation was as 
follows: 


Salesman: “Now to boost your 


lamp sales it would be a good idea 
if you sent circulars to your custom- 
ers telling them about the official 10% 
reduction. 

Customer: “We have been giving 
a 10% reduction for a long time.” 

Salesman: “Yes, but it’s legal 
now.” 


Speaking of true confessions, we 
met the loveliest girl the other day— 
and she just can’t get a second date 
with the boy friends. Her job with 
an electrical fixture house is_ the 
cause of her troubles and her best 
friends do not hesitate to tell her. 
\t the dance or theater when the 
friend is all set to tell her about 
real bear he saw on his vacation 
she bursts out with, “That’s a nice 
ceiling light, but one of our A-116’s 
would look better. Ought to be 
60 watt lamps, though. . Yah, [ll 
dance the next number. And 
edge over to the corner, I want to 
look at that stand lamp. I'll bet it 
has a sprayed finish.” 


1 , 
NOY 


the 


A boy about 15 years old walked 
into the Gertler Electric branch at 
Yonkers, N. Y., and asked for two 
radio loud speakers, stating that they 
were to be charged to a regular cus- 
tomer who was too busy to call for 
Previous experience 
had made the 


them in person. 
with petty swindlers 


THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


“T’ll phone 
all 


clerk cautious, so he said, 
your boss and make sure it’s 
right.” 

“He ain’t there,’ 
ting nervous. 

“Where is he?’ the clerk wanted 
to know. 

“He’s up at the corner watching 
for me to come out,” was the reply. 


said the boy, get- 


A lady customer called at the Nei- 
man Electric Company, Bronx, New 
York, and spent considerable time in 
shopping for fixtures. At last, how- 
ever, she went out without making a 
purchase. Three days later she called 
on the phone and demanded to know 
why her purchases had not been de- 
livered. 

“You didn’t order 
the clerk explained. 

“Oh fudge,” cried the exasperated 
lady. “Here I have been shopping all 
over town and | can’t remember at 


9? 


them from us,’ 


which place I ordered the fixtures.” 


*& 


Westinghouse Appointments 
at Indianapolis Office 

L. B. Mead, formerly Indianapolis 
manager, is now assistant industrial 
manager of the northwest district of 
the Westinghouse Co. He is suc- 
ceeded by Wm. J. Morgan, who has 
been with the Indianapolis Westing- 
1921. 


house office since 











It’s smiles: like these that please the customers and bring business to the 


Robertson-Cataract Electric Co., 
are: Ralph Weppner; 
Left to right in the second row are: 


Buffalo, N. Y. The men in front, left to right, 
George Daigler; Ray Hoffman and F. L. (Cap) Mullane. 
John Gross; Jack Tugend; Bob Bingeman; 


Fred Button, znd Walter (Sticks) Butterworth. 
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BOSTON 


1-1-31 


NEITHER SNOW NOR RAIN NOR HEAT NOR 
GLOOM OF NIGHT STAYS THESE COURIERS 
FROM THE SWIFT COMPLETION OF THEIR 
APPOINTED ROUNDS ” 
































DEPENDABILITY—always a watch- 
word of our mail service ... And from the 
days of the pony express through to today’s air 
mail, “these couriers” have completed “their 





appointed rounds”; and for protection in emer- 





gencies they have relied on dependable Colt 
Arms. 


Equally dependable is the Colt-Noark Nublade 

switch. Industrial men have everywhere wel- 

comed the new rugged design, fashioned from 

the finest materials by skilled workmen. Unit block construction 
and new type of switch blades assure longer life and lowered 
replacement costs. Positive quick break and quick make mech- 
anism assures definite operation at all times. Generous wiring 
room is welcomed by electricians. 


For nearly a century, DEPENDABILITY has been built into all 
COLT products—and Noark devices are also COLT built. Have 
you received your copy of COLT-NOARK catalog “F” describing 
and illustrating our electrical material? Also, an interesting pub- 
lication, “The Rampant Colt.” will be mailed on request. 


Coitrs Parent Fire Arms Mere. Co. 


Ni ELECTRICAL DIVISION SY) 


Established 1836 32 Electrical Division 1886 


HARTFORD. CONN... U. 8S. A. 
CHICAGO NEW YORK PHILADELPHIA 


& 


SAN FRANCISCO 
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F. A. Robertson, merchandise man- 
ager at the Orlando, Fla., office of the 
Robertson Supply Co., Inc., has been 
transferred to the Miami branch as 
manager. 





Utah League Holds Election 
Among the members of the board 
of trustees elected by the Electrical 
League of Utah on December 8 were 
the following: J. M. Perlewitz, Gray- 
bar Electric Co.; J. A. Kahn, Gen- 
eral Electric Supply Co.; W. J. Ber- 
ryman, Mine & Smelter Supply Co., 
and C. B. Hawley, Inter-Mountain 
Electric Co. C. A. Wolfrom, man- 
ager of the Salt Lake division of the 
Utah Power & Light Co., was elected 
president, W. J. Berryman, sales 
manager of the Mine & Smelter Sup- 
ply Co., vice-president, and F. 5S. 
Cundiff, commercial manager of the 
Mountain States Telephone & Tele- 
graph Co., secretary-treasurer. R. E. 
Folland was retained as executive 
secretary. oe 
Philadelphia Association 
Selects Officers 
The board of governors of the 
Electrical Association of Philadelphia 
held election of officers on December 
15. Horace P. Liversidge of the Phil- 
adelphia Electric Co. was elected 
president and Frank R. Elliott, presi- 
dent of the Elliott-Lewis Electrical 
Co., Inc., will hold the position of 
vice-president. , » x 
Walter R. Timper Passes 
Away 
Walter R. Timper, sales manager 
of the General Electric Supply Corp., 
Boston, died at the Palmer Memorial 
Hospital in that city on December 1, 


following a seven months’ illness. 
Mr. Timper was born at Brooklyn, 
N. Y., about 41 years ago and had 
been engaged in the wholesale elec- 
trical supply field during all his adult 
life. He was formerly merchandis- 
ing manager of the Pettingell-An- 
drews Co., Boston, predecessor of 
the General Electric Supply Corp., 
and had been employed by the organ- 


ization for the last 15 years. 
w= 


P. Hogan Recovers 
“Pat” Hogan, vice-president of the 
Electrical Supply Co., New Orleans, 
La., has just returned to the office 
after being laid up nearly three 
months with a broken knee. 
* * * 


New Members RWA 


The executive offices of the RWA 
announces the acceptance of the ap- 
plication of Howard Distributing Co., 
Chicago; Gross-Brennan, Inc., New 
York, N. Y., and J. R. Hunt Co., 
Baltimore, Md. 

* * x 
Delinquent Accounts 

The accompanying tabulations show 
the number of delinquent accounts, 
the total amounts and the average 
amounts as reported to the National 
Electrical Credit Association by mem- 
ber manufacturers and wholesalers 
through its various divisions for 
November, 1930, as compared with 
the same month the previous year. 
Also these figures are shown for the 
11 months’ period of 1929 and 1930: 


Nelson Electric on Employ- 
ment Committee 

The Nelson Electric Supply Co., 
Tulsa, Okla., is on Mayor Walkins’ 
Employment Committee’s honor roll 
for keeping all its employes and not 
reducing salaries. 

* + * 


Commercial Lighting Booklet 
is Released 

The Society for Electrical Devel- 
opment, Inc., New York City, has 
released its commercial lighting pros- 
pectus, entitled “A Practical Pro- 
gram for Profitable Store Lighting 
Sales in Any Community.” It is a 
companion publication to the indus- 
trial lighting prospectus recently 
issued by the research and planning 
department of the society. The value 
and necessity of good lighting in its 
fundamental and far-reaching influ- 
ence upon the prosperity of the retail 
store, has yet to be “sold” to the 
average retail merchant. This new 
publication supplies a key to the ac- 
complishment of such “selling.” 

. 2 


Gift Book Issued by 
Wetmore-Savage 


An “Electrical Gift Book” was re- 
leased by the Wetmore-Savage Elec- 
tric Supply Co., Boston, Mass., in 
connection with its holiday sales ac- 
tivities. Electrical gifts to fill every 
need, taste and room were described 
and _ illustrated. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
NOVEMBER 30, 1930 
NUMBER OF ACCOUNTS REPORTED 


November 
1929 1930 
197 


126 
97 
448 


868 


Division 
New York 
Middle & Southern Atlantic 
States 
New England 
Central 


TOTAI 
TOTAL 


November 
1929 
.$ 53,577 


Division 
New YOCk «6065 
Middle & Southern 
Atlantic States ... 
New England 
Central 


$ 25,762 


15,587 
8,724 
46,389 


20,179 
9,113 
89,626 


1930 Decrease 


% % 
Increase Increase 
or or 
Decrease Decrease 


—14. % + 9.3% 


— 9.3% — 48% 
+14.1% —10.5% 
—35.9% + 5.9% 


—24.6% 13684 +. 3.4% 
% % 


Increase Increase 
or 11 months or 
1929 1930 Decrease 

$ 533,297 $ 478,820 —10.2% 


242,692 259,522 + 6.9% 
198,663 162,070 —18.4% 
—48.2% 863,831 966,150 +11.8% 


11 Months 
1929 1930 
2807 3069 


1784 
1417 
7222 


1699 
1268 
7648 


13230 


AMOUNTS REPORTED 


—52. % 


—22.8% 
— 42% 





$172,495 $96,912 
AVERAGE 


New York 

Middle & Southern Atlantic States 
New England 

Central 


—43.8% $1,838,483 $1,866,562 + 1.6% 
AMOUNTS 
11 Months 


November 
1929 1930 1929 1930 
$131 $2120 $1668 
1503 1686 
1550 1354 
1311 1348 
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Pool of 4 


Mercury 


GENERAL @ ELECTRIC 
SUNLIGHT MAZDA LAMP 


eneral Electric 
Sunlight Mazpa lamp advertising will 
reach over 35,000,000 key buyers dur- 
ing January, February and March. It 
also reaches 122,000 of their medical 
advisors every month. 

Over 7,500 inquiries from potential 
buyers have already been received. 
Hundreds more are coming in daily. 

These facts will undoubtedly suggest 
to you that if your house is not capitaliz- 
ing on this tremendous public interest, it 
should be. Investigate—and act—now. 

The story of the G. E. Sunlight 
Mazpa Lamp and the market for it, 
together with many proven, practical 
sales ideas, is contained in an interesting 
new booklet, “Selling Sunlamps.” A 
copy is waiting for you. Write for it or 
send the coupon and it will come to 
you promptly. 


Ulira-violet rays are invisible. This Ultra-Violet 
Indicator will enable you to let your customers SEE 
the presence of ultra-violet. It may be purchased, 
as tllustrated, from Nela Park, for $3.00. 

Another valuable selling help 1s “ Artificial Sunlight” 
by M. Luckeish, D. Sc. This book will give you an 
excellent background for selling the Sunlight Mazpa 
lamp. Copies may be secured from D. Van Nostrand 
Co., Inc., New York, at $3.50 each. 





INCANDESCENT LAMP DEPARTMENT OF GENERAL 
ELeEctTrIC Co., NELA PARK, CLEVELAND, OHIO 


Please send me, without charge or obligation, 
a copy of “Selling Sunlamps.”’ 
Name 
Address 


City. = ___ State 
JS. 1-31 


Join us in the General Electric Program, broadcast every Saturday evening on a Nation-wide N. B. C. Network. 
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safe-conver-li-fuse 








This latest mem- 

ber of the "Cir- 
cle T" Line marks 
another great 
step forward in 
the onward 
march of prog- 
ress that has 
always distin- 
guished the "Circle T'' Line and assured 
its position of leadership in the field it 
serves. 

The big features of Safe-ConverTi-Fuse 
are Safety and Convertibility. 

The safety feature lies in the method 
of changing or replacing fuses which is ac- 
complished away from the board and 
dangerous line voltages. 

In this new dead front panelboard all 
fuses are contained in the back of a re- 
movable "Cap" (see above illustration) 
which fits into a ‘Section containing 
contacts to the main and branch circuits. 
To change fuses, the entire cap is re- 





The Name tells the Story — 


moved, the necessary changes made and 
then reinserted, thereby eliminating all 
possibility of shock. 

The caps are so designed that branch 
circuits may be killed by simply revers- 
ing the position of cap. Stamping on the 
front of the cap indicates whether cir- 
cuit is "Off" or "On". 

The design and construction of both 
caps and sections permit desired capac- 
ity changes of branch circuits and 
changes in line voltage or from D. C. to 
A. C. Allowances can also be made for 
additional circuits as the need arises. In 
addition to the main features of safety 
and convertibility, the new Safe-Con- 
verli-Fuse is compact and requires a very 
limited amount of space. 

In Safe-ConverTi-Fuse the same high 
quality of material and rigid precision of 
workmanship has been maintained which 
through so many years has firmly estab- 
lished the absolute integrity of every 
member of the "Circle T" line. 


The “Circle T” Line 





Type "A" and "C" Indus- Open Knife Switches 


for Power in Industry) 


trial Switches Special Switches "Controlite" 
Motor Starting Switches Suttabivennds (The Theatre Control 
Magnetic and Manually “Buss-Wa" Board) 

operated (The Copper Bar Distribu- and other devices — all 
Entrance Switches tion System) listed in catalog No. 14 
Meter Service Switches ""Flex-A-Power'' Copy sent on request 


Panelboards (The Convenience outlet Sold Through Wholesalers 
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NEW MEMBER OF THE 


hindatees = LINE 





se grey panel 
on the left side 
is a main tight 
distributing panel, 
arranged with 2- 
pole branch circuits 
and a solid neutral 
bar. It consists of 
3-100 Amp., 3-200 
Amp., and 2-400 
Amp. circuits. The 
panel is fed by a 
“Circle T’’ No. 
60327 — 800 Amp. 
solid neutral safety 
switch showing at 
the left of the il- 
iustration. 

The grey panel 
on the right is 
the main power 
distribution panel 
with 400 volt, 3- 
pole circuits > fol- 


panel is fed by a 
““Cirele TT." We. 
60368—1200 Amp. 
safety switch just 
te the left of it. 


MOOOOaC 








TXT) 


Branch Panelboard 
and Switchboard 
Factories: 
Ludlow, Kentucky 
Drendell-Trumbull 
Electric Mfg. Co., 
San Francisco 


A. G. Electric 
Mfg. Co. Division Sit 
Branch Switch, Switch- 
board, and Panelboard 
Factories: 
Los Angeles 


PHILADELPHIA 
-519 N. Broad St. 


Seattle 


T didn't take the 

industrial sales- 
man of one of our 
mid-western distrib- 
utors long to grasp 
the many features 
and advantages of 
the new Safe-Con- 
verli-Fuse, nor long 
to sell the two in- 
stallations 
trated here. 

There are similar 
sales opportunities 
in your territory. 


illus- 





TO OOAaX i, 


.IDODA 


30 Features 





w 


oS 


J 


oo 


© 


nN 


22. 


nN 


23. 


24. 


25. 


26. 


27. 


28. 


29. 
. Maximum ‘“‘safety’’ 


. Interior of panel 


. Narrow and shallow cabinet to meet 


space limitations. 


. Maximum safety in fuse replacements. 
- Ease of convertibility—extreme flexi- 


bility. 


. Switch ahead of fuse. 
- Expansion of system as more circuits 


are required. 


. Provision for testing fauity fuses. 
. Maximum economy in maintenance. 
. Prevention of accidents—reduction of 


compensation costs. 


. Improved appearance and neatness of 


Panel 


. All parts kept covered free from for- 


eign substances. No current carrying 
parts exposed at any time with the 
circuit either on or off. 


. Emergency disconnecting with ease— 


no accidental throwing ‘‘on’’ 
rent. 


of cur- 


. Circuits from 0 to 600 amp., either 


250 volt or 600 volt for D. C., or for 
A. C. 


. Ready identification of circuit thru 


proper marking of both sections and 
caps. 

n accessible thru 
hinged and clamped construction of 
entire front. 


. Bakelite caps and bakelite sections 


provide complete bakelite units, 
neat appearance and light weight. 


. Wiring connections available simply 


upon removal of caps from sections. 


. Maximum dissipation of heat. 
. Improved design of contacts. 
. All copper parts except main busbars 


and main lugs cadmium plated. 


. Metal sections available te cover bus- 


rs when all units are not furnished 
in the initial assembly of the panel. 


. Box ends removable, held in place 


by screws. 


Protective steel cover over main lug 
section. 


All parts removable from the front 
without disturbing adjacent sections 


All mounting screws for sections and 
contact screws for busbars pointed. so 
as to be self-centering. 


Handles on the caps are of ample 
size and strength for convenience in 
operation. 


Individual busbar supports to prevent 
accumulation of foreign substances 
and to increase ventilation of cabinet 
All sections have moulded barriers. 
which provide increased spacing and 
project between main busbars. 
Sections fastened to mounting plate 
near outside edjes to insure maximum 
strength. 

All circuits are double break. 
clearance of main 
Busses to steel! mounting plates. 


NUAL 


THE TRUMBULL ELECTRIC “MFG. CO. 


@ GENERAL ELECTRIC @ ORGANIZATION 


2001 W. Pershing Rd. 


Detroit Branch 
415 Brainard St. 


PLAINVILLE 003 Lincoln Bldg 
CONN. ng 
CHICAGO 


SAN FRANCISCO 


ATLANTA 


432 Fourth St. 
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Get a load of this, fellows—a truck that will take a ton and a half on its 


back, then step out at 45 per! 


Supply Co., Lansing, Mich., are proud to be photographed beside it. 


No wonder the folks at the Capitol Electric 


On the 


ground, left to right: Roy Palmer; Mabel Frey; Mrs. Keys; Mrs. Sutherland; 
R. B. Craig, sales manager; Vadis Haas; Mrs. Cole, and R. L. Knopp, secre- 


tary and general manager. 


The driver is Harry Havens, the big boy is his son, 


Stanley Havens, while Carl Strandberg closes the show. 


Westinghouse Creates 

Sales Service Section 
Westinghouse Electric and Manu- 
facturing Co., Mansfield, O., has 
organized a sales service section, 
with W. W. McFadden as manager. 
He supervised similar activities in 
the range section. R. H. MacGilliv- 
ray, formerly manager of the com- 
mercial cooking section, has been ap- 
pointed marine specialist in commer 
cial cooking, with headquarters at 
Mansfield, O., but later in New York 
City. H. W. Wible, recently with 
the distribution apparatus sales de- 
partment, East Pittsburgh, is the 
new manager of the commercial 

cooking section, Mansfield, O. 


* + 


Fiske Factors Will Distribute 
Jesse French Radio 

Fiske Factors, Inc., New York, 
formed by Edward R. Fiske, form- 
erly general sales manager, Gold Seal 
Electrical Co., will act as exclusive 
distributors for the miniature radio 
sets manufactured by Jesse French & 
Sons Piano Co., Newcastle, Ind., and 
Hygrade radio tubes, manufactured 
by Hygrade Lamp Co., Salem, Mass. 
ce 


Gardiner Bros. Add Marion 
Appliances 

E. J. A. Gardiner and M. T. Gardi- 

ner, comprising the firm of Gardiner 

Bros., with salesrooms at 1203 East 

Eighth St., Los Angeles, Calif., and 

717 Market St., San Francisco, have 


secured the sales agency in Califor- 
nia for the Marion line of electrical 
appliances manufactured by Ruten- 
ber Electric Company, Marion, Ind. 
K * * 
Changes in General Electric 
Personnel 

The General Electric Supply Corp., 
Bridgeport, Conn., announces the fol- 
lowing changes in personnel, effec- 
tive October 1: headquarters or- 
ganization, A. C. Prange has added 
sales promotion to his activities, re- 
placing R. W. Haege—H. E. Couch, 
assistant to Mr. Prange; No. one 


: Aen > 
5 PARKA 
4&2 Fte? 


New England district, E. H. Car- 
penter, branch manager, Springfield, 
replacing W. H. Kaiser; No. five 
Lake States district, W. N. Hottois, 
sales manager, Cleveland transferred 
to other duties; No. six central dis- 
trict, A. H. Luebbe, division man- 
ager, Chicago, replacing A. Gelbard 
—C. F. Fitchey, division manager, 
Indianapolis, replacing C. D. LaMee 
—C. D. LaMee, division manager, 
Omaha, replacing A. H. Luebbe; No. 
seven midwestern - district, P. V. 
Eakin, division auditor, Kansas City, 
replacing J. B. Stevenson — Geo. 
Gleason, branch manager, St. Joseph, 
replacing J. W. Hankins; No. eight 
southwestern district, H. R. Worth- 
ington, district manager, replacing H. 
EK. Hobson and H. R. Victor, sales- 
manager at Houston, resigned. 

R. W. Heage is now manager of 
the home appliance dealer section of 
the merchandise department, W. H. 
Kaiser is appliance sales manager in 
the Boston house and J. W. Han- 
kins is a salesman at Kansas City. 
Announcement has been made of the 
retirement of H. E. Hobson and the 
resignations of A. Gelbard and J. B. 
Stevenson, * * x 


Indianapolis Establishes 
Bowling League 

The Electric League of Indianap- 
olis has organized a bowling league 
consisting of eight teams. It is re- 
ported that the teams of the Peer- 
less, General Electric and Graybar 
companies are battling on very even 


terms for supremacy. 


t ‘3 


> 


rel CORNER 


* 


The camera caught “Percolator” Bill Kohler of the Rumsey Electric Co., 


Philadelphia, just as the cop did. 
without the aid of a “Murad.” 


Bill was doing his best to be nonchalant 
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YOUR CUSTOMERS’ 


FUTURE JOBS 
ARE ON 


YESTERDAY’S 
BOOKS 


Fifteen of the sixteen million buildings within 
reach of central station lines are already wired. 
New buildings alone will keep only a small part 
of the wiring industry busy. 

It is in the rewiring of the millions of inadequately 
wired buildings that the industry must find its 
future growth. Point this out to your customers. 
Get them to check over their books—list the jobs 
they’ve done in recent years. They will find many 
which —adequately wired originally 


—are now in need of recircuiting and 


EXECUTIVE OFFICES: 420 LEXINGTON AVENUE, 


RoOMEX 
GENERAL CABLE CORPORATION 


NEW YORK - 


additional convenience outlets to modernize them. 
Sell RomeX! Light to carry—clean to handle— 
works quickly in tight, close “fishing.” Just nat- 
urally belongs in the rewiring of the old insulated 
job where grounding a metal sheath is difficult. 
Over a quarter of a billion feet of Non-Metallic 
Sheathed Cable installed in hundreds of localities 
and countless buildings these last seven years — 
are mute testimony of its dependable safety. 

Let us send samples and data to help 


you to get RomeX business. 





OFFICES IN PRINCIPAL CITIES 


























44 THE JOBBER'S/AJSALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





-_ 


v In each of 22 


major cities - 






a complete wire 





and cable 





headquarters 





ENERAL CABLE CORPORATION simplifies pur- 


chasing for the electrical industry by concentrating in a single 






source the manufacture and sale of an immense variety of wires, 








cables and accessories. 





In the past, your purchases of the products of each component 


company of General Cable were made through independent 








sales staffs selling only the products of their own plants. Gen- 


eral Cable unifies the entire sales structure. 


All representatives —themselves technically competent — now 50 
present ALL the products of ALL the twelve General Cable 
plants. So from any of the twenty-two District Offices you are 
now offered any electrical wire, cable or accessory — what- 


ever your customers’ requirements. 


These General Cable representatives bring you the assistance 





of a unified engineering staff and greatly augmented research 


GENERAL CABLE 
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laboratory facilities. They present the widest variety of conductor 


materials available — with unprejudiced recommendations for 


specific applications. They also offer you the advantages of a 


widespread warehouse system for maintaining your stocks. 


These twenty-two District Offices—each of which is General 


Cable Headquarters for sales. and engineering service—are 


in the leading industrial centers of America, for your conven- 


ience. Wherever you may be located, one of these offices is 


practically around the corner. 


ATLANTA 
1526 Healy Bidg. 


BIRMINGHAM 
1306 Watts Bidg. 


BOSTON 
89 Broad St. 


BUFFALO 
56 Clyde Ave. 


CHARLOTTE 


501 First Nat. Bank Bidg. 


CHICAGO 
20 No. Wacker Drive 


BALTIMORE 
Maryland 


BAYONNE 


New Jersey 


BUFFALO 
New York 


DISTRICT OFFICES 


CINCINNATI 
920 C. of C. Bldg. 


CLEVELAND 
1814 Terminal Tower 


DALLAS 
1614 Allen Bldg. 


DENVER 
650 Seventeenth St. 


DETROIT 
827 Fisher Bldg. 


KANSAS CITY 


Board of Trade Bldg. 


LOS ANGELES 
939 East Fourth St. 


MINNEAPOLIS 
109 So. Seventh St. 


NEW YORK 
420 Lexington Ave. 


PHILADELPHIA 


123 South Broad Str. 


PEANTS 
DETROIT MOBILE 
Michigan Alabama 
EMERYVILLE PAWTUCKET 
California Rhode Island 
FORT WAYNE PENNINGTON 


Indiana 


New Jersey 


PITTSBURGH 
1814 Koppers Bldg. 


ROME, N.Y. 
Mill St. 


SAN FRANCISCO 
465 Tenth St. 


SEATTLE 
570 First Ave. South 


ST. LOUIS 
1213 Ambas‘dorBidg. 


WASHINGTON 
704 Wilkins Bldg. 


PERTH AMBOY 
New Jersey 


ROME 
New York 


ST. LOUIS 
Missouri 


CORPORATION 
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Edmond D. McCarthy 
Dies 
Edmond D. McCarthy, president 
of McCarthy Bros. and Ford of Buf- 
falo, N. Y., died suddenly of heart 
failure on December 13, at the age 
of 58. He was for many years one 








of the most prominent electrical con- 
tractors and jobbers in the state hav- 
ing been in the electrical business for 
more than 35 years. 







He founded 













































Edmond D. McCarthy 


the firm of McCarthy Bros. and Ford 
in 1892, and was also secretary of 
Beals, McCarthy & Rogers, Inc., 
wholesale steel and hardware mer- 
chants of Buffalo. 

Mr. McCarthy was very active in 
various organizations for the im- 
provement of the electrical industry 
and was general chairman of the 
Electrical League of the Niagara 
rontier, past president of the Buf- 
falo Electrical Contractors Associa- 
tion, and a director in numerous 
companies including the Marine 
Trust Co., the Iroquois Share Co. 
and the Buffalo Chamber of Com- 
merce. Mr. McCarthy was in the 
N. Y. National Guard for many 
years, rising to the rank of major. 
He was a member of the American 
Institute of Electrical Engineers, the 
Engineering Society of Buffalo and 
numerous clubs including the Buf- 
falo, Canoe, Buffalo Athletic, Cherry 
Hill and Buffalo Country Clubs. 

x * x 
NELA Releases Airport 
Lighting Booklet 

“Airport Lighting” has been pub- 

lished by the lighting bureau of the 
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commercial national section of the 
National Electric Light Association, 
New York. The subject is divided 
into six parts, each of which is dis- 
cussed lucidly. There are several 
photographs illustrating installations 
already in effect. 


* * * 


San Francisco House Discon- 
tinues Appliances 

The San Francisco branch of 
Listenwalter & Gough has gone out 
of the appliance business, former 
manager William H. Kaemper taking 
these lines to organize an appliance 
distributing business. Under the 
management of E. A. Phillips, the 
L. & G. San Francisco house will 
handle only electrical supplies, cover- 
ing the same territory as_ before, 
which is from Bakersfield, Cal., north 
to the Oregon state line, and includ- 
ing also part of Nevada. The original 
staff of five supply salesmen will be 
maintained. 

2k * * 


Seattle Graybar 

in New Quarters 
The Graybar Electric Co., Inc., 
Seattle, Wash., has erected a new 
building at King and Occidental Sts., 
in that city. Close to railway and 
boat line terminals, and in the cen- 
ter of the wholesale district, the loca- 
tion of the building yet permits of 
natural light on four sides. The 





warehouse, service counter and dis- 
play space make up the first floor, 
and on the second floor are situated 
the general offices, sales and service 
departments and the conference-dis- 
play room. Provision has_ been 
made for sound correction in all of 
the offices to eliminate excessive 
noises either from the outside or 
from within the building. 


* * * 


New RCA Radiola Distrib- 
utors Appointed 

The RCA Victor Co., Inc., New 
York, announced the appointment of 
two new distributors to represent the 
RCA Radiola. Moser and Suor, 
Inc., Kansas City, Mo., will distrib- 
ute the radio in western Missouri 
and most of Kansas while the Lucker 
Sales Co., Minneapolis, will distrib- 
ute RCA radios in Minnesota, North 
Dakota, South Dakota, and part of 
Wisconsin. 

* * * 


Lindley in “Buy Now” 
Campaign 

The Lindley Electric Supply Co., 
Philadelphia, believes in the national 
slogan for the alleviation of depres- 
sion “Buy Now” and has purchased 
two new one and a half ton trucks 
and a car for one of its salesmen. 
This company has also taken out 
group insurance for all of its em- 
ployes. 











A dozen of the staff at the Graybar Electric Co., Inc., Newark, N. J. Miss 











D. Powers, the telephone operator, was too busy to be included. Standing left to 
right are: Frank Haley, service dept.; Meade Pearce, service dept.; W. C. 
Lambertson, service dept.; H. P. Litchfield, manager; B. Ness, service dept.; Miss 
King, secretary to Mr. Litchfield; P. Bymes, service dept., and N. Woomer, stock 
maintenance. Seated are: A. J. Ackerman, service supervisor; Miss Szeckley, 
comptometer operator; Miss Galbela, typist, and Miss Novak, file clerk. 
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| PANELBOARDS 
JAN 











k. 


HE new year will be no different from the old except by what you 
make of it. This year & Panelboards will besold—will you sell them? 
Will you study their features—their uses and be prepared to help 


your customers? If you will, we promise you your greatest year, for the greater 
sales go to the salesman who helps his customers with “informed” selling. 
You can make @& Panelboards a “key” product to bring in sales of staples. 


Ask the & Man—he knows and will gladly give you the 
facts of & superiorities. Study the Catalog and use it. 


Atlanta, Ga. 
L. A. Cre row 
64 Cone St., N. W. 


Baltimore, Md. 


312 S. Hanover St. 
Boston, Mass. 

J. J. Cassidy , 

231 Congress St. 
Buffalo, N. Y. 

Ralph E. Jones . 

1890 Hertel Ave. 
Chicago, III. 

es Equipment Co. 


4603 Fullerton Ave. 


Cincinnati, Ohio 
E. F. Schurig, 
105 E. Pearl St. 


Cleveland, Ohio 
Frank Reske, 
634 The Arcade 


Dallas, Texas 
R. S. Wakefield, 
1814 Allen Bldg. 

Denver, Colo 


Alex. Hibba Inc. 
1940 Blake de 





Wolfe-Mann Mfg. Co., 


Arank Adam 


ELECTRIC COMPANY 


ST. LOUIS 


Detroit, Mich. 
H. H. Norton, 
2683 Wabash Ave 

Kansas City, Mo. 
Robert Baker, 

19 E. 14th St. 

Los Angeles. Calif. 
E. Zinsmeyer, 
1127 S. Wall St. 

Memphis, Tenn. 
C. B. Rutledge, 
203 Monroe Ave. 

Minneapolis, I< ana 
Leo. H. Coc 


422 Builders’ Ex. Bldg. 


a Orleans, La. 
W.J. Keller, 
203 Natchez Bldg. 


Magazine& NatchezSts. 


New York 
Fred Kra 
182 North Tith St 
Brooklyn 
Guede, Nebr. 
B. J. Fleming, 
213 S. 12th St. 


Orlando, Florida 
F. W. Knoeppel, 
* 610 Richmond Ave. 


Philadelphia, Pa. 
W. A. McAvoy, 
244 North 10th St. 


Pittsburgh, Pa. 
Ww. A. MacAvoy, Jr., 





Dist. Mer 
R. E. Thomas, Toronto, Ca 
Res. Mar., — imated Elec. 


og Gen. Sales Office, 
370 Pape Ave., 
St. Louis, Mo. Vancouver, Can. 
O. H. Rottman, Amalgamated Elec 
3650 Windsor Place Co., Ltd. 
Granville Island 
San Francisco, Calif. 
Lee Van Atta, 
340 Fremont St. 


Seattle, Wash. 
Electric Engineering 


677 Neuse Dame Ave. 


Hamilton, Ont. 


Sales Company, Co., Ltd. 
2914 First Ave., S. 18 Mary St. 
Montreal, Can. 
Tulsa, Okla. Amalgamated Elec. 


P. E. Ebersole, 


Co., Ltd. 
214 S. Victor St. 1006 Mountain St. 








PANELBOARDS ARE THE SIGN OF A 





















Winnipeg, Man., Can. 
Annet Elec. 


Amalgamated Elec. 


BETTER JOB 
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MURRAY 


SAFETY SOS Gt OR SB OS 


SKY HIGH QUALITY 


Be 
et SP 
GRO Hat 


Meet All Metering Regulations 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN: NEW YORK 





J. Dunn, of the Sager Electrical Sup- 
ply Co., Boston, Mass., used to win 
prizes in the annual JOBBER’S SALESMAN 
contests quite regularly until his com- 
pany appointed him sales manager and 
thus kept him out of the running. 


Tom Grier Reminisces 
To the Editor: 


The passing of Mr. Hubbell sev- 
eral years ago and Waldo C. Bryant’s 
death this summer made me realize 
what a piece of antiquity I am. 
With the exception of H. T. Paiste 
I date back earlier than any living 
man in the wiring device business. 
H. T. Paiste invented a switch in 
1887 and left his job to manufacture 
his switch. In December, 1887, I 
sold two hundred of these switches. 
Both my brother Ned and I were 
employed by the Marr Construction 
Co. and as Harry Paiste had been a 
former employe we did everything 
we could to boost the sale of the 
Paiste switch. And in: 1890, I was 
the western agent for Paiste and 
soon after my brother joined me. 
Bryant bought out H. T. Paiste pat- 
ents and my brother and I became 
Bryant’s agents. 

The increased demand for elec- 
tricity around 1890 made new de- 
vices necessary and every year after 
that new men entered the field. I 
conducted a consulting engineering 
service along with my other work— 
also some construction work and 
built electric light plants prior to 
1890—that is I helped. 

How would it do to get some 
news of H. T. Paiste? 

Well, ’tis enough writing. I am 
pleased to get THE JOBBER’S SALES- 
MAN. My best wishes are with you 
and all your associates. 


Sincerely yours, 
THos. G. GRIER. 
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DOUBLE 


Your Cleaner Sales 











with this amazing machine 
which 
Built a Factory 








Last June, Clements startled the vacuum cleaner industry by offering jobbers 
and their dealers a complete motor-brush cleaner, sanitizer, moth-repeller and 
auto cleaner—at no greater cost than ordinary machines! 





By October, the business on this amazing machine had mounted to a point 
where Clements was forced to build a new plant of DOUBLE present capacity. 


Even in ordinary times, such an accomplishment in so limited a time would 
be noteworthy. Happening as it does during a period of business recession, 
this Clements achievement is startling—and points out to jobbers a product of 
proved, unusual sales potentialities. 


To the many distributors who made this remarkable sales record possible, we 
wish to extend our hearty thanks. And to those with whom we have not as yet 
had the pleasure of dealing, we extend an invitation to see this revolutionary 
Clements machine and to learn details of our new Cooperative Plan which, we 
believe, will make cleaner sales increase during 1931. 


= nz he ot irs gn 

=P i. 2 5 ¢ | a ’ 
EMENIS MFG. CO 
695 Fulton Stre >f 


59 
se ails " : 
11¢ A(5 ais 

HWLAOYU, ILLINU 


Visiting Distributors are cordially invited to visit the new Clements Plant—at 
6650 South Narragansett Ave. while in Chicago. 
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WADSWORTH 
Accessible 
FUSE 
SAFETY 





Catalog No. 1843 
Accessible Fuse 
60 Ampere Size 


This Wadsworth Accessible Fuse Switch meets 
the continuous forward movement for 


“Safe” 
“Adequate Wiring” 


Meter Service Switch Installations. 


A switch that meets the requirements necessary 
for a Safe Service switch installation and the ade- 
quate wiring residence program. 


Ample and simple wiring facilities and knock- 
outs that are easily and cleanly removed, assist con- 
tractors in making a neat, complete and satisfactory 
installation. 


You can safely recommend the use of Wads- 
worth Accessible Fuse Safety Switches to your 
contractors. 


Write for Bulletin No. 21 for complete infor- 
mation. 











he WADSWORT CTRICMFGG INC. 
Covi ntucky. 






‘‘There is a Wadsworth Switch for Every Installation’’ 











SWITCHES | 





Erle Wade, city salesman for the 


Graybar Electric Co., Salt Lake City, 


Utah, and Bill Thayer, northwest repre- 


| sentative of the Jefferson Electric Co. 





Chicago, were madly searching for a 
quiet spot to keep away from the 
crowds of “Union” renewable fuse 
buyers when the photographer spied 
them. 





To THE EDIToR: 


Many electrical jobbers through- 
out the country are of the opinion 
that electric ranges are hard to sell, 
that volume building cannot be done 
with electric ranges. In my opinion 
they are overlooking a good bet for 
these days of appliance and radio 
sales on the decrease. 

Selling the public necessities in- 
stead of luxuries these days is a wise 
move. The radio industry at the 
present time indicates a drop in sales 
because radio has not reached the 


| necessity stage. Electric ranges have 


become a necessity especially in the 
rural districts and in suburbs. 

By putting great effort behind the 
electric range business a jobber will 
soon find his business increasing and 


| off-setting the decrease he is having 
| in his radio sales. We have found 


it this way from practical experience. 
Our electric range and radio busi- 


| ness this year equals our radio busi- 








ness of last year. You will remem- 
ber we are the proud possessors of 
the prize given by Temple Radio last 
year for the best job done in the 
United States during a given period. 

To make electric range efforts pay 
dividends, we have hit on the idea 
ranges are hard to sell because the 
people selling them do not know any- 
thing about cooking or baking. We 
are conducting a school at each large 
outlet with the help of the manufac- 
turer. We are educating those in 
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Hold It! Safely! 


with Superior lime Lag 


ORIGINATED AND PIONEERED BY TRICO FOR 13 YEARS 


Yes, Safely, because true and dependable Time Lag is 
best obtained by surrounding the fusible strip with proper heat- 
absorbing powder. Time Lag is not new. It was originated and 
pioneered by TRICO for 13 years. 


Lagless fuses cause premature blowings. Fuses with an over-done 
Time Lag will burn up the casings and are dangerous to equipment; 


therefore, great care must be exercised in the selection of Time Lag 
fuses. 


The reliability and efficiency of TRICO SUPERIOR TIME LAG 
FUSES are not “mere claims” but definite facts thoroughly estab- 
lished through the actual experiences of thousands of users during 
the past 13 years. 





TRICO is a TRUE Time Lag fuse! It has stood the “Test of Time.” 


The Outstanding ¢ Money-Saving Factors “MM To secure these money-saving 
No Premature Blowings factors the TRICO renewal element 
Renewable Fuse, No Unnecessary Pe ae Se with = ga 
ied ce in mind rather than 
Because It Is No Oxidized Contacts interchangeability of links; and the 
Fundamentally Correct Gomeneal a _ practical buyer prefers performance. 
r-to-Copper Contacts 
and Because of these Reduced Watt Loss ee eee 


Than Other Makes of 


Money-Saving Factors#®* {, SUPERIOR TIME LAG > Renewable Fuses 




















Approved by 


Underwriters 





Here’s Another Clamps for Fuse Clips tte 


1 Sensation 
Outstanding ] Makes pressure contact between fuse and elie 
as clips. Reduces resistance and preserves 
TRICO : Locks clips and fuses. Made in sizes to fit all Electrical 
like a clips. ; 
Product Vise” Industry 











TRICO FUSE MFG. CO., 1004 McKinley Ave., Milwaukee, Wis. 
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SHARP 
CLEAN 
THREADS 





























NEW 


tI 


SMOOTH 
RACEWAY 


EASY TO 
BEND 


O meet the demand for a conduit of the 

highest quality,—a conduit suitable for use 
in the finest buildings, Fretz-Moon Tube Com- 
pany, Inc., has developed Hot Dip Galvite. It 
is heavily galvanized both inside and outside 
by the hot dip process and finished over the 
galvanized coating inside with a heavy baked-on 
black enamel. This insures maximum protection 
against internal and external corrosion and 


provides a smooth raceway. 


Without question, Hot Dip Galvite is the conduit 
for use where corrosive conditions are severe and 


where a conduit of the highest quality must be used. 












































; each town who have purchased an 


CONDUIT 


| 





electric range just how to use it to 
the best advantage. Through this 
educational work, they tell their 
neighbors, and so the work goes on. 

Soon we will have every outlet in 
our territory thoroughly schooled in 
electric cooking and the selling of 
electric ranges will become a great 
pleasure. 

In two and one-half months we 
have been able to turn out as many 
electric range sales for a Public Util- 
ity in our territory as they sold in 
six months of 1929. They are using 
our ideas and increasing their sales 
and connected load. 

Yours very truly, 


E. H. CAnrILe, 
Ackerman Electrical Supply Co., 
Grand Rapids, Mich. 
ok 


Copper Prices 


To THE EDIToR: 

Some months ago when copper 
dropped to 12 cents one of the big 
boys in the copper business reported 
that copper would be 10 cents before 
it would again be 14 cents. 

He was right, we are selling cop- 


| per cheaper today than we were when 


journeymen electricians were getting 


three dollars a day. 


Now, as I see it, the situation rests 
in the hands of the copper manufac- 
turers and producers. A new wave 


| ol business is standing by waiting for 


| the copper manufacturer to raise the 


| price. 


Surely the electrical jobber is 


| not buying large stocks with an ap- 


proximate drop of two and one half 
percent every month. With a sub- 


| stantial increase in the market stab- 


ilizing the price, the copper manufac- 
turers will reap a harvest of orders 


| totalling upwards of $1,000,000. 


A further reduction would have 
its effect in lowering wages and in 
general would add to the present 


business depression. 





Very truly yours, 
LEONARD NoRDSKOG, 


Myers Electric Supply Co., 
Los Angeles. 


* * Xx 


Toast as It Is Toasted 
To the Editor: 

The exigencies of modern life 
have evidently demanded something 
new in toasters. 

The demand upon the manufac- 
turers of toasters for something new 
has taken place from time to time 
with great regularity. 





rrmneo 
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A Line of Devices for Tumbler 
Switch Plates Thatis COMPLETE / 


MBLER switches are now used almost exclusively in building con- 
struction. Bryant has developed a complete line of other devices 
for use with Tumbler Switch Plates. Your customers will need some 
of them on every job . . . all of them on some jobs. Call their 
attention to the following devices, in addition to the line of Bryant 
Tumbler Switches. 















No. 756 Bakelite Blank Insert No. 746 Pilot Lamp Jewel 
No. 2829 Telephone Cord Outlet No. 427 Pilot Lamp Receptacle 
No. 2830 Radio Jack Receptacle *No. 770 Convenience Outlet 


For complete listings, see Bryant Catalog No. 30, Pages 62, 68, 69, 
79, 80, 82, 83, 84 and 90. 


*No 770 is approved for use 
with composition plates only. 
JS-131 


RYAN T 


SUPERIOR WIRING DEVICES 
Manutactured by 


THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I1888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON - CHICAGO - NEWYORK -: PHILADELPHIA - SAN FRANCISCO 


50 High Street 844 West Adams Street 60 East 42nd Street 1333 Chestnut Street 149 New Montgomery Street 
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PMISGILL NEWS 


i Published Monthly by ™‘ 
—s } McGill Manufacturing Company 
UZ Box 658, Valparaiso, Ind. L N 
to bring you friendly thoughts and news 


about Electrical Specialties of Quality 

















JANUARY No. 4 of a Series 












Meets a Real Need for 
Directed 


Peutented 
Light 


A recent bit of research has 
shown that throughout the 
country there are hundreds, 
even thousands of machine 
shops, manufacturing plants, 
and garages who are work- 
ing day in and day out with- 
out the benefits of directed 
and protected light. 

Examine the three circu- 
lar illustrations at the left. 
In the first picture the 
worker is doing a_ faster 
and better piece of grinding 
with light where he needs 
it most. 

In the second, the ma- 
chinist is making an adjust- 
ment more rapidly because 
he can see what ‘he is doing. 

In the third, precision 
drilling is speeded by a light 
that is both directed and pro- 
tected. 

The McGill Rubber Han- 
dle Portable Guard—pictur- 
ed at the top, is receiving 
widespread popularity It is 
famous for its gaff-standing 
ability. 

Directed and _ protected 
light is the coming vogue— 
talk it at every opportunity, 
it will help you increase 
sales and profits. 









































































The McGill catalog describes 
fifty different types of lamp 
guards — may we mail it to 
you? 
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Now a manufacturer advertises— 
“A new automatic toaster — when 
your toast is deliciously mellow 
baked, the toast pops out of the 
toaster and lands in perfect repose 
on your waiting plate.” 

Not so very long ago whenever we 
wanted toast a piece of bread was 
held over the open fire, suspended 
gingerly by a fork. 

But being of a progressive nature, 
“patented toasters” were developed. 
These “patented toasters” were set 
en top of the stove and the bread 
was placed around the sides, thereby 
saving an untold amount of burned 
fingers. When the toast was done 
the finishing touch was applied by 
scraping the toast with a_ butter 
knife, getting off all traces of black 
and making the toast fairly edible. 

The electric toaster found a great 
market when first introduced. This 
was followed by the automatic toast- 
ers that shut the current off, when 
the toast was done. 

But were we satisfied? No, we 
want the toast popped into our plate. 

As yet, we have to do our own 
buttering. But by all laws of pro- 


| gression, we will soon have a toaster 


that will deliver to our plate tempt- 
ingly golden brown buttered toast. 
Then the toaster will say “Good 
morning, sir! Here is your toast, I 
thank you for your kind indulgence, 
and a Merry Christmas.” 

GEORGE J. CLIFFORD, 

George H. Wahn Co., Boston 
x * x 


Allen Watches Mailing List 

H. W. Allen, sales manager of the 
Graham-Reynolds Electric Co., Los 
Angeles, makes rather a hobby of 
their mailing list. At least he deems 
it important enough to merit con- 
siderable of his personal attention and 
supervision. Not only is this list sub- 
divided into numerous classifications 
but it is subjected to a continuous 
daily check, a monthly check and a 


| thorough annual check. The last 
_ named takes the form of a question- 
| naire, at which time the well-known 
| Graham-Reynolds hydro-electric cal- 
_endar is sent out, subject to request 


through the questionnaire. At times 
he has received as high as 50% re- 


| turns from the questionnaire. 


In connection with the contractor 


| part of this mailing list, checking is 
| considerably helped now by the re- 


cently passed state law requiring all 


' contractors to be licensed. While an 
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Vaporproof connector 
for joining STEELTUBES to 
standard threaded fittings. 









Standard adapter 
for joining STEELTUBES to 
Standard threaded fitting. 















Standard connector 
for joining STEELTUBES to 
knock-outs in boxes and panels. 


Vaporproof connector 
for joining STEELTUBES to 
knock-outs in boxes and panels. 


















Vaporproof coupling for con- 
necting lengths of STEELTUBES. 





Standard coupling for con- 
necting lengths of STEELTUBES. 


Takes All Fittings 
No Threads to Cut... 


TEELTUBES (E.M.T.)* gives you a 
S choice of two types of fittings... 
standard and vapor-proof. Both are shown 
in the illustration above. § Your prospects 
will be as much interested in these fittings 
as in the light weight, easy handling and 
threadless features of Steeltubes. Be sure 
they know about both the Vaporproof and 


Standard Connectors and Couplings 
and the Steeltubes Standard Adapter. 


Electrical Division 


STEEL AND TUBES, INC. 


Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


*STEELTUBES Electrical Metallic Tubing is STEELTUBES [E.M.T. }* has the same 
threadless, strong, light and easy to handle. Costs ¢ inside diameter as heavy conduit. Made 


less to buy. Saves time and money on the job. J in three sizes (12”, 4” and 1”) with 





diameter and wall thickness shown 
above. One coupling furnished with each 


ten-foot length. 
{f—> > STEELTUBES carries the Underwriters’ 
' 4 Label, and is approved and listed as Stand- 
; ” ard by the Associated Factory Mutual. 









56 


THE JOBBER’S[JJSALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





STAR-Rite offers 


two new oscillators in 
Induction Type 


NEW 8 INCH OSCILLATOR 


Induction Type—Alternating Current 
—Single Speed 


As its leader for 1931, STAR-Rite offers 8 inch Oscillator in 
Induction Type. At its price, the quality of this efficient, silent-run- 
ning new oscillator is immediately apparent, and the fan certainly 
offers unusual merchandising possibilities. The fan has a very sturdy 
oscillating mechanism, and an adjustment screw on the gear case that 
permits operation as either an oscillator, or as a stationary fan. The 
fun is also so constructed that in oscillating if the guard touches an 
object, the oscillation stops, but the motor remains uninjured, Fin- 
ished in Black and Brass only, Cat. No. 43 Retail $11.50 


NEW 10 INCH OSCILLATOR 
Induction Type—Alternating Current 
—3 Speeds—3 Finishes 


For 1931, the popular STAR-Rite 
10 inch Oscillator is offered in In- 
duction Ty pe—a model that will give 
long and satisfactory service, and the 
use of which will not interfere with 
radio reception. Anadjustment screw 
on the gear case permits operation as either an oscillator or as a straight 
fan. Three speed switch in base. This new model is so constructed 
that in oscillating, if the fan strikes an obstacle, it will stop the os- 
cillation, but will not stop the motor. Choice of three attractive fin- 
ishes; Nickel, Black Japan with polished brass finished blades, and 
Ivory. Adjustable to any angle, or adaptable for wall mounting. 
Complete with cord and two piece attachment plug. Retail $13.50 


In addition to these models STAR-Rite offers a complete line of 
Induction Type fans from 8 inch to 16 inch size, as well as other uni- 
versal and direct current types, all built to the highest standards in 
the fan industry. Down to the last detail, every STAR-Rite FAN is 
rigidly inspected for QUALITY and EFFICIENCY. Write for com- 
plete catalog. 


The FITZGERALD MANUFACTURING COMPANY 


Dept. M., Torrington, Connecticut 


electrical contractor, like any other 
class of contractor, can get a license 
upon the payment of $5.00, and this 
_ does not of course constitute anything 
like an infallible criterion, it does, 
nevertheless, establish a first basis, 
from which further investigation may 


| go on. 
* Ok Ok 


News from California 
Wholesale 


THE JOBBER’S SALESMAN represen- 
tative dropped in on the California 
| Wholesale Electric Co., 413 E. 11th 

St.. Los Angeles, Calif., recently. 
Very much in evidence were H. 
C. Chapman, the president, J. S. 
Cook, vice-president, and W. D. 
| Hughes, general manager. It was 
pleasant to see these men work for 
they go at it like oiled machinery. 
President Chapman stays out of the 
details but is around all over the 
| place, adding a word here, lending a 
| hand there and taking up a customer 
when a kind word and a smile will 
do a lot of good. Cook has a big fol- 
lowing among the trade and gives 
| them his personal attention every mo- 
' ment he can be in the store, though 
we imagine he is a heavy-weight on 
‘the outside. They call him “Doc” 
Cook. Perhaps he tried to discover 
the North Pole. Hughes is the hur- 
| ricane for work at the desk, with a 
| pleasant word for all over the phone, 
| and plenty of efficiency in pushing the 
| pencil on the old order blank. We sat 
_by his desk about five minutes and 
| he closed up plenty. They seem to be 
doing a good business at this place, 
and from the word about town, no- 
body envies them the success they are 
making of it. 


Mack C. Kleiner, at the left is store 
manager of the Garfield & Elliot, Elec- 
trical Supply Co., Inc., 25th St. store, 
New York and Al Zweig is a new 
counter man for this concern. 
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= COME EASIER— 


OR YEARS Youngstown-Buckeye 
° © conduit has been consistently 
presold to your customers—through ex- 
tensive advertising and the proof-by-per- 
formance of many installations. 


Youngstown-Buckeye galvanized conduit 
is coated on the outside with high-grade 
zinc by the electro-galvanic process, which 
deposits zinc on the surface and in the pores 
of the steel. It is thoroughly coated on the 
inside and outside with transparent enamel, 
baked on. On the inside is baked a rust- 
resistant black enamel over the transparent 
coating. Thus it has two coats inside and 
out, is rust-proof and acid resistant. 


Selling effort expended on Youngstown- 
Buckeye Conduit is abundantly repaid in 
more sales, easier sales,and a steady repeat 
volume of conduit business. That is why 
it is handled and pushed by leading jobbers 
everywhere. 


THE YOUNGSTOWN SHEET AND TUBE 
COMPANY 


One of the oldest manufacturers of copper-steel, under 
the well-known and established trade name ‘‘Copperoid’’ 


General Ofices -YOUNGSTOWN, OHIO 


WISTRICT SALES 


DETROIT—Fisher Bldg 
KANSAS CITY, MO 

Commerce Bldg. 
LOS ANGELES—3000 Santa Fi 
MEMPHIS—42 Keel Ave. 
MINNEAPOLIS—Andrus Bldg. 
NEW ORLEANS—Hibernia Bldg 
NEW YORK—30 Church St 


ATLANTA—Healey Bldg. 
BOSTON— 

Chamber of Commerce Bldg. 
BUFFALO—Liberty Bank Bldg. 
CHICAGO—Conway Bldg 
CINCINNATI—Union Trust Bldg 
CLEVELAND—Term'! Tower Bldg 
DALLAS—Magnolia Bldg. 
DENVER—Continental Oil Bldg Hudson Terminal Bldg 


sor sag REPRESENTATIVE—The 
Co., Dashwood House, Old Broad St., 


Ave 


London, E 


GALVANIZED SHEETS PROTECT “e 





iia NN 


The Carew Tower, Cin- 
cinnati, Ohio—another 
outstanding building in 
which Youngstown Buck- 
eye Conduit was used. 
Architect-W ALTER W. 
AHLSCHLAGER- Chicago 
Associate Architect—DELANO 
& ALDRICH — New York 
eneral Contractor— 
STARRETT BROS., INC.— 
New York and Chicago 
Electrical Contractor— 
HATFIELD ELECTRIC 
CO.—Cincinnati 


OFFICES: 


PHILADELPHIA 

Franklin Trust Bldg 
PITTSBURGH—Oliver Bldg 
SAN FRANCISCO 

55 New Montgomery St 
SEATTLE 
ST. LOUIS 

Louderman Building 
YOUNGSTOW N--Stambaug 


Central Bldg 


h Bldg 


Youngstown Steel _— 
G 


YOUNG STOWN 





SAVE WITH STEEL 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


~ +Rise 
rr rb 


4 


7 
4 
4 
ee 
4 
SI 





oe by, @ 
 ! Bs 
~ “ dations | te eee 
























8 & Awe el 
4 } $ 


. 



































@ Charles A. D’Elia is president of the D’Elia 
Electric Co., Bridgeport, Conn. He is also a 
director of the Radio Wholesalers Association 
and a member of the tube committee of that 


association. 
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@® In this 





editorial, Charles A. D’Elia_ earnestly 


emphasizes the reasons for over-production which in 


most cases is caused by lack of knowledge on the possible 


market. He also stresses the danger of extra discounts 


and the fact that the dealer is more in need of consistent 
service than he is in price concessions. 


S I see it the way out of the radio muddle is 
through better service, elimination of special 
discounts and commissions and the weeding out 

of that class of men in the business who do not work 
along constructive lines. 

In the early days of the industry almost anybody 
could go into the business and make a good profit. The 
inevitable result of this was overexpansion and the use 
of the radio business as a football. For example, there 
was a certain manufacturer who was doing a very good 
business and had succeeded in making his name valued 
and respected in the industry. With the advent of 
easy money he was approached by promoters. 

Using a system of calculation peculiar to their kind 
they attempted to prove that if he had one factory turn- 
ing out 100 sets a day and paying him a certain amount 
of profit that by the operating at three times that 
capacity they would be able to make three times as 
much profit, if not more. The fact that there might not 
be a demand for three times as many sets as the factory 
was then producing was not taken into consideration by 
these promoters. 

The manufacturer, however, steadfastly refused to 
consider expansion on borrowed capital. The promo- 
ters then made an offer for his plant which he felt was 
too good to refuse and he sold them the business. The 
firm was subsequently reorganized and the capitaliza- 
tion increased several times. A big program of building 
and expansion followed. With their plant geared to 
higher greater capacity the management found that the 
temporary abnormal demand had dropped off. In their 
attempts to maintain production they flooded the market 
with sets at prices that caused considerable havoc to the 
industry for a time and then within two years they 
found themselves insolvent. 

One of the worst evils along this line is the policy 
of giving special discounts and commissions to depart- 
ment stores in return for an agreement to feature a 
particular make of radio. This week the hypothetical 
firm of Blattbergers will feature radio set “A” in their 


newspaper advertising. It will be given prominent dis- 
play in their windows and floor space. Many sets will 
be sold at bargain prices, which reduces the potential 
market and causes the public to feel that the regular 
radio dealer is making too much profit on his sets. 

Manufacturers of set “B” then enter the picture and 
make a concession, equal or better than manufacturer 
“A” and the next week set “B’’ is featured. This is 
followed by the heartwarming sight (to Mr. Blatt- 
berger) of two manufacturers cutting prices until there 
is no profit left for either of them. 

The retail radio dealer in the past has often been his 
own worst enemy. One dealer of our acquaintance was 
worth $75,000 a few years ago. Now he is barely able 
to remain in business. During the days of easy money 
and easy payments sets were sold with little regard for 
the financial standing of the purchaser and when pay- 
ments lapsed the dealer took upon himself the burden 
of making good. This particular dealer at the present 
time cannot collect $5 out of every $300 which he has 
outstanding on the books. 


> XTRA discounts to the deales are not desirable as 
they only offer temptation in the way of price cut- 

ting. The distributor who wants to help his dealers can 
best do this by giving better service and more sales helps. 

The customer calls at the store of the dealer and 
the salesman shows a certain set. He plunges into an 
enthusiastic talk on its merits. The customer then sees 
another set and the salesman breaks off his talk to 
bestow another verbal bouquet on this set, the result 
being that the customer is undecided and skeptical. 
He says he will “look around a bit” or “talk it over 
with the wife,” and goes out. 

Eventually he buys his set at the store of a dealer 
who sells only one set at the same price range. 

The wise dealer is already conducting his business 
along these lines, watching credits, and valuing a dis- 
tributor for the service he is able to give. 
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Radio Wholesalers Association, Inc. 


Harry Alter, Pres 


Chicago Chicago 


J}. Newcomb Blackman, Vice-Pr 
New York 
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Board of Directors Considers 
Important Problems 
T THE meeting of the board of 
directors of the R.W.A. and 
N.F.R.A. in New York on 
Tuesday, December 16, several steps 
were taken in the interest of better 
merchandising conditions for the 
coming year. The report by the mer- 
chandising committee calling for 
closer cooperation between the man- 
ufacturer, wholesalers and the re- 
tailer was acted upon favorably, and 
it is expected that some early action 
will be taken in this respect. 

Plans for the coming annual con- 
vention were made and a series of 
topics to be discussed were taken up. 
It is the plan of the R.W.A. to take 
up by a series of round table discus- 
sions the many individual problems 
that now affecting the radio 
wholesaler. Serious consideration is 
being given the subjects before the 
industry, and the discussion will be 
started by men who have thoroughly 
investigated the particular problem to 
which they have been assigned. The 
board of directors will hold a meet- 
ing on February 15, preceding the 
annual meeting, February 16-17, 
1931. Steps were taken to insure a 
larger attendance than ever before. 


are 


J. Newcomb Blackman, chairman 
of the tube committee, presented a 
report concerning its activities and 
stated that pending some future con- 
ferences, the committee would submit 
a very comprehensive report for dis- 
cussion and action at the convention. 

Executive vice-president Erstrom 
reported on the activities of the 
executive offices on the interference 
situation, wherein Chicago is being 
taken as a proving ground for a plan 


Robert Himmel, 


Howard Shartle, Sec. 
Cleveland 


Treas. 


RADIO 
W/HOLESALERS 
SSOCIATION 


Roy Thomas, Vice-Pres. 
Los Angeles 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 


James Aitken, Vice-Pres. 
Toledo 


Chicago 


Peter Sampson 
Chairman of Board 
Chicago 


to be evolved and used nationally for 
the elimination of interference com- 
plaints in each local community. 


In order that the radio industry 
might have proper representation in 
the planning of the radio buildings 
for the “Century of Progress” to be 
held in 1933 in Chicago, the joint 
boards of directors authorized .a com- 
mittee of five to act as an advisory 
committee to the World’s Fair off- 
cials in making plans for their radio 
activities. This is considered to be a 
very important step in behalf of the 
entire industry and the guidance of 
the trade interests will be of great 
value in the promotion of that event. 
The appointments will be announced 
at a later date. 

The following “Code of Business 
Practices for Radio Dealers” was of- 
ficially approved by the board of di- 
rectors and recommended for use by 
radio trade associations and radio 
dealers everywhere. This code re- 
places the one issued in the summer 
of ’29 which enjoyed a circulation of 
over 20,000 copies. It is anticipated 
at the executive offices that the de- 
mand will be far greater for this 
code than the previous one, inasmuch 
as business conditions at the present 
time warrant the highest degree of 
cooperation in order to stabilize the 
merchandising policies of the indus- 
try. 

Fair profit is the most necessary 
item in the retail radio business; all 
standard practices are based on that 
foundation. After a study of the 
retailer’s costs and methods of doing 
business, the following recommenda- 
tions are made as being fair to the 
customer and dealer alike and in 
keeping with good practices in other 
lines of business. We suggest: 


¢ The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 


of Directors of the Radio Wholesalers Association on June 5, 1929. 


1. That, prospective customers shall 


‘not be allowed a free trial or home 


demonstration in excess of 48 hours. 
2. That, an adequate interest charge 
should be made on all time-payment 
contracts and that contracts do not 
extend beyond one year. (These are 
standard practices in all other forms 
of time-payment selling.) 

3. That, when an outside aerial must 
be put up when a set is installed a 
charge of at least $7.50 should be 
made to meet the cost of labor and 
materials. 

That, when an inside aerial must 
be put up when a set is installed a 
charge of at least $5.00 should be 
made to meet the cost of labor and 
materials. 

4. That, no free service be rendered 
after 60 days or after a certain num- 
ber of calls specified at the time of 
sale. In case of defective parts in 
the radio receivers after the 60 day 
free service period, if the manufac- 
turers’ warranty covers free replace- 
ment of parts and if the instrument 
has not been tampered with, the 
dealer should replace these parts, 
charging only for the labor involved. 
5. That, if the free service period 
has expired a minimum service 
charge of $2.00 should be made. If 
the call is of half-hour or more dura- 
tion, that a specified rate per hour 
plus cost of material should be 
charged. 

6. That, truth in advertising must be 
observed to preserve the good repu- 
tation of the individual dealer and 
the entire trade and that the Stand- 
ards of Radio Advertising as recom- 
mended by the N.F.R.A. should be 
followed. 

7. That, extreme care be exercised 
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A New Idea in Tube Selling 


that’s worth thousands of dollars 
to some of your dealers! 


YLVANIA has a new merchandising plan for your dealers. 
A new idea that never before has been applied to the tube 
replacement business. 


A reliable sales booster that not only increases dealer tube turn- 
over but also multiplies prospects for the sale of other radio mer- 
chandise and electrical appliances. 


Here is a profitable Merchandising Plan for jobber and dealer 


alike. 


Through this unusual business-building Plan the dealer’s pros- 

pects in his community are sold on him—his business—his 

good reputation—his experience—and his service reliabil- 

ity. They are educated to think of his store as the only 

place from which to buy their radio and electrical 

necessities. And the buying of these articles is 
made easy for them. 













Sylvania offers to a limited number of your 
dealers the first sound, flexible, intensive 
Plan for sales cultivation that the radio 
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IT’S THE TUBE THAT MAKES THE RADIO 
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when offering trade-in allowances in 
order to protect the dealer’s neces- 
sary margin of profit. 

8. That, instruments for trade-in 
should be confined to radio equip- 
ment and musical instruments. 

9. That, the list price should be 
| clearly designated in consumer ad- 
vertising as the cash price. 

10. That, dealers should not offer 
for sale, by advertising in any form, 
or by quoting prices, any radio mer- 
chandise for which they are not duly 
| franchised dealers. 

It is the belief of the board ot 
directors of the National Federation 
of Radio Associations that 1f this 
code of business practices is followed 
by the dealer, he should operate on 
a more substantial and _ profitable 
basis. 

Howard J. Shartle, chairman of 
the membership committee, reports 
that his campaign for members is 
meeting with splendid success and 
that very favorable comments have 

Updraft been secured from many of the 
| trade’s outstanding wholesalers. The 
| executive offices announce the accep- 
| tance of the following new members 

Philadelphia Victor Distributors, 
| Inc., 240 N. 11th St., Philadelphia, 

| Pa. 

H. A. Weymann & Son, Inc., 10th 
and Filbert Sts., Philadelphia, Pa. 

Anthracite Radio Co., 550 Wyo- 
ming Ave., Scranton, Pa. 

Schaffhauser-Kiley Corp., 401 N. 
| Broad St., Philadelphia, Pa. 





A NEW sales builder for you. 8-inch induction 
type. Non-oscillator. Beautiful beige (grey ivory) 
color. Sturdy, light weight. Guaranteed one year. 
Made by the makers of Emerson Fans. Just what 
your dealers have been looking for. 








Reversible 


CEILING FAN 


A new Emerson Ceiling Fan. Changes breeze 
direction by changing the direction of rotation of 
the motor. Reversible, electrically—not mechani- 
cally. Nothing to loosen up, get wobbly and 
produce vibration. A big new selling point for 
Emerson dealers. 


See new 1931 catalog for details of new 10-inch 

DC Non-oscillating Fan and the improved 

Emerson B Jr. Line and other important changes. 

ores THE EMERSON ELECTRIC MANUFACTURING COMPANY 


: 2018 Washington Avenue, Saint Louis Thev’re all here except the stenog- 
the makers of 806 W. Washington Blvd., Chicago 155 Sixth Ave., New York City rapher, Clara Cohen ae she probably 


took the picture of this group at the 
| Capitol Electrical Supply Co., Chicago. 


| In the top row, reading from left to 
| right, are: Joseph Koven, salesman; 
| Edwin Krueger, salesman; Charles H. 
| Newburger, salesman, and Sam Levy 


of the radio department. The bottom 
with | row quartet is: Max Lukaus, store 


# = -Year Guarantee Fe 


| executive. 
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BURGESS 
BATTERIES 
f- 


A 











Capacity-Uniformity 
Power-Dependability 
BURGESS BATTERY COMPANY 


General Sales Office: CHICAGO 


New York, Chicog 


Don't ignore the profits 
to be made by featuring 
Burgess Uni-Cel Flash- 
light Batteries. They fit 
all standard cases, and 
when displayed promi- 
nently on show cases 
and in windows these 
batteries have proven 
very rapid sellers. 


Swap LITE 


FLASHLIGHT 


39% 








Why Not Judge the Future by the Past? 


I iste Burgess organization . . . like its products . . . makes good on its 
promises. Its faith in the future is evidenced in a practical measure by the 
amount appropriated for 1931 national advertising. The national advertising 
program includes substantial space in national magazines, national and sec- 
tional farm publications. 

The advertising being placed back of Burgess Products in 1931 should, and 
undoubtedly will, help every worth-while Burgess Dealer to sell more of them. 

The investment, during the past five years, made by the Burgess organiza- 
tion of hundreds of thousands of dollars in advertising will be protected in 
1931 by an appropriation that should make this year produce more business 
than ever before in the history of the company. 


You. . . and every Burgess dealer . . . can share in this increased 
business for 1931 by stocking and displaying Burgess products. 


You need have no fear of being ‘‘stuck with them.’’ The past experience 
of millions of people with these products has established for them a reputation 
that, in itself, insures greater sales for 1931. The advertising back of Burgess 
Products in 1931 is a practical guarantee of greater sales. 

One of the advertisements appearing in January publications is reproduced 
at the left. . . in greatly reduced form. It is, as you will agree, a strong and 
striking advertisement that most people will see. 

1931 will be another big year in the history of the Burgess organization. 


BURGESS BATTERY COMPANY 
eee Gonend Sales Otten: Chicago 


NEW YORK LOS ANGELES SAN FRANCISCO 
In Canada: Niagara Falls and Winnipeg 





RADIO 

IGNITION FLASHLIGHTS 
FLASHLIGHTS SNAPLITES 
BATTERIES FLASHLIGHTS 
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New Radio Products, Illustrated 











HE International Resistance 

Co., Philadelphia, recently 
placed on the market a precision 
wire wound resistor. The moulded 
end contact is said to prevent open 
contacts, a trouble usually incurred 
in the spot soldered or spot welded 
joints. The “pigtail” construction is 
said to make for ease in assembly. 
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OW voltage “Littelfuses,” brought 
out by the Littelfuse Labora- 
tories, Chicago, are especially de- 
signed for use in circuits ranging 
from 100 to 1500 volts, and in the 
range between 1/100 and two am- 
peres. They are made to be very 
quick acting for the protection of 
meters, galvanometers, radio and 
tube testers, radio tubes and deli- 
cate electrical instruments in gen- 
eral. The assorted carton contains 
the most generally used sizes and a 
good supply of mountings. 


HE Burgess Battery Co., Chi- 

cago, is bringing out the No. 
2308 radio “B” battery especially 
adapted for automobile radio recep- 
tion. This battery is constructed 
with seamless zinc cans, chrome, 
improved mix, and paraffined con- 
tainers. It is said to be shock-proof 
and water-proof, making it resistant 
to all weather conditions. 





SELF-CONTAINED ohmme- 

ter in a case of molded bakelite 
has been announced by the Jewell 
Electrical Instrument Co., Chicago. 
The pattern 89 Ohmmeter, as it is 
called, has a one and a half volt 
flashlight cell inside the case and is 
therefore said to be independent of 
external voltage supply. A conven- 
ient adjustment to correct for varia- 
tion in the cell voltage is provided 
by a magnetic shunt. In operation 
the instrument can be adjusted to 
the cell each time a series of tests 
is made. 








 TEADY current supply for 

the radio set can be secured 
by the use of the line voltage 
regulator just put on the mar- 
ket by Clarostat Manufacturing 
Co., Brooklyn, N. Y. So-called 
110-volt current may vary from 
90 to 140 volts, resulting in 
poor results when the line volt- 
age is low, and severe strain on 
radio tubes and power pack 
components when high. This 
regulator is a neat, plug-in de- 
vice in perforated metal casing. 

















HE “MINUET,” a small com- 

pact radio receiving set, built in 
end-table form, was recently intro- 
duced by the Gulbransen Co., Chi- 
cago. It may be used in many ways 
because it can be easily and con- 
veniently moved from one room to 
another. The cabinet is attractively 
designed and finished in oriental 
walnut. 
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ABCTURUS TUBES 
have proved ARCTURUS 
EXCEPTIONAL QUALITY 


WO AND ONE-HALF years ago Arcturus entered 

the highly competitive radio industry pioneering 
A-C radio tubes. The continuance of this program 
of contribution backed by a strict adherence to 
quality manufacture has won for Arcturus an envi- 
able leadership in the industry. 

Today, Arcturus ranks as the leading unallied 
radio tube manufacturer of the world. Millions of 
Arcturus Tubes, now giving satisfactory service in 
every state in the Union, as well as in 54 foreign 
eountries, have carried the news of Arcturus per- 
formance to radio set owners everywhere. 

Radio jobbers, radio dealers and radio set owners 
know that Arcturus Blue Tubes combine three es- 
sential features: Quick Action, Life-like Tone, Long 
Life. Radio jobbers and radio dealers know that 
they are protected by Arcturus’ policies and are in- 
sured fair profits year in and year out. 

Consider these facts carefully in making your plans 
for 1931. Remember that Arcturus quality, proved by 
actual test wherever radio tubes are sold, insures a 
steady demand for Arcturus Tubes. 

Get the up-to-date facts from your Jobber. 


ARCTURUS RADIO TUBE COMPANY, Newark, N. J. 


URUS 


the TUBE with the 
LIFE-LIKE TONE” 
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Detroit Jobber Remodels 
The Westinghouse Electric Supply 


| Co., Detroit, recently completed a 

zt COitWC pp. \ + iz | good job of knocking out partitions 
_and rearranging departments in its 

LIG Ha T&In G | plant at 138 E. Congress St. The 


| main idea was to bring all the offices 
_ together in a manner that would fa- 
_cilitate the routine work and promote 
| cooperation. With extra warehouse 
_ space in the rear, the firm now has 
| 24,000 sq. ft. of floor space. 
C. E. Ludovici is district manager 
and J. H. Campbell, formerly divi- 
sion manager over Indianapolis and 
Evansville, is district sales manager. 
ee a ee In addition to Detroit, Mr. Ludovici 
1%”, ret og 134”. Standard finish, statuary bronze plate. Is responsible for the houses at Flint 
_and Grand Rapids in Michigan, and 
Toledo and Cleveland in Ohio, while 
Mr. Campbell supervises the sales 
end in these houses. 


On top of the remodeling, the De- 
troit house has reorganized and in- 
No. 90 creased its sales force. Seven new 
men were added: W. H. Herrmann 
heading up Westinghouse sales ; Geo. 
Crippen; G. B. Davis; L. C. Berg- 
man; L. Hind; D. Reid, and Harold 
Roseberry. Five of these sell sup- 
plies and two specialize in radio. 


For T-10 standard base lamp. Length 9”, width 218”, height 
17g”. Standard finish, statuary bronze plate. 


* *«K 


Working with Manufacturers’ 
Representatives 


For standard lamp to 60 watt. Length 9”, height 31¢”, (Continued from Page 7) 
width 414”. Standard finish, aluminum spray. 


No. 96 


the smallest specialties the same thing 
is carried out and every class means 
a wider knowledge for the men. 
= & [ have said much about preparation 
me and education and acquaintance and 
nothing of the actual calling by our 
men paired with factory men. That 
is just the point of this system. After 
the above is carried out the rest will 
take care of itselfi—BDill Smith and 
sone John Jones will bid the office good- 
RA This attractive chart bye and that’s all you'll hear from 
Ws A illustrates the applica- them except orders. They know just 
% 4 tion of a Day-Brite where they are going and what they 
- are going to do, all because they have 


Y 
picture reflector to a 
had a chance to get acquainted. 


a This acquaintance with the factory 
men and the knowledge of their 
goods, which results from the demon- 
strations and talks gives our boys a 
feeling of confidence that comes after 
working hard to soak up a deeper 
knowledge of the things they are 

Vi 0 bie selling. They can go into a plant as 
REFLECTOR yy f ? Nl | E CONAPANY experts instead of order takers to 


r L P whom the manufacturers talk is 
3825 Laclede Ave.- Saint Louts mostly Greek. This makes them for 


it at your home office. 
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EXPERIENCE-— 
The Best Teacher 


What would many give to have had as ‘'foresight'’ in the summer of 1929 
their "hindsight" of today? 


The successful lawyer, doctor and merchant is not ''self-sufficient.'' They 
avail themselves of consultation, an exchange of experiences, and a study of the 
accomplishments of outstanding men in their field of endeavor. 


Now and then you meet the person who ‘knows it all''—who will not join 
the Chamber of Commerce, the Board of Trade, his local trade association, or 
avail himself of the opportunity to rub elbows with those who are successful. 


It has become permissible to admit that ''times are bad.'' People are get- 
ting into a huddle and discussing it and comparing notes and experiences. These 
are times when cooperation through organized constructive thought and action 
is urgently needed to accomplish a quick recovery to normal conditions. 


If you believe experience is the best teacher, make available to yourself 
the experiences of others, contribute your own, and qualify as one of the ''Who's 
Who" in the Radio Industry. If you are a Radio Distributor, join the Radio 
Wholesalers Association; if you are a Radio Dealer, join the best local associa- 
tion and urge the affiliation of your local association with the National Federa- 
tion of Radio Associations. 


Attend the annual convention of the National Federation of Radio Asso- 
ciations and the Radio Wholesalers Association in Indianapolis, February | 6th 
and |7th, 1931. It will be a ‘down to facts and remedies'’ convention. Come 
as a member and meet the leaders of the Radio Industry—the manufacturers, 
distributors, and dealers who will point the way to a resumption of normal and 
profitable business. Write for information regarding membership and plan now 
to attend the coming convention at Indianapolis. 


RADIO WHOLESALERS ASSOCIATION 


Executive Offices H. G. Erstrom 
32 West Randolph Street Executive Vice-President 
Chicago, Illinois 















































68 


THE 


aw 


JOBBER’SfA]}SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





YS 


WM 


BEE, 
tay d 


& 








(RESCENT 


nsulated Wire and lable Co. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.vJ. 


Real and lasting prosperity will come soonest to 
those who deal in quality products backed by a good 


name. 


Fill ALL your wire and cable needs from one reli- 
able source, the Crescent Insulated Wire & Cable Co. 


With 42 years’ experience in the manufacture of high 
grade wire and cable, this company is equipped to 
properly service your order, large or small. 


Our representatives in principal cities will be glad 
to furnish quotations. 


SALES REPRESENTATIVES 


ATLANTA, GA., E. B. Glenn, 201 OMAHA, NEB.. J. P. MeNicholas, 
Red Rock Bldg 503 N. 41st St. 
BALTIMORE, MD.—H. E. Parsons OS ANGELES, CAL., Henger-Selt- 
Co., 230 E Pleasant St zer Co., 711 E. 14th St. 
; MINNEAPOLIS, MINN., B B. 
BOSTON, MASS.—G. M. Hathaway Moore, 100 3rd Ave North. 
& Co., 161 Lincoln St Pakage ig ee g 
NEW YORK, N. Y., Kearton & 
CHICAGO, ILL.—Stackhouse & Al Nagle, 550-52 W. 36th St. 
len, 611 West Adams St PHILADELPHIA, PA., E. R. Blyler, 
CLEVELAND, OHIO, Henger-Fair — 
field Co., 1808 Columbus Road PITTSBURGH, PA., General Sales 
Co., 424 Fourth Ave 
SAN FRANCISCO, CAL., Henger- 
Seltzer Co., 1063 Howard St 
DETROIT, MICH., Hemphill & Co., SEATTLE, WASH., Albert S. Knight 
517 E. Woodbridge St Co., 3006 Western Ave. 
INDIANAPOLIS, IND.--A. I. Clif- ST. LOUIS, MO., Moncrieff H. 
ford Co., 31 E. Georgia St Smith & Co., 1219 Gratiot St. 


DALLAS, TEX., Koyal Smith, 912 
Commerce St 


Forty-two Years of Knowing How in Every Crescent Product 








iget price, percentage, etc., and think 
Sale of service and future business. 


_ Competition is keener today and 
standards are higher. The jobber’s 
salesman has finally made the grade 
las a specialist, letting the bread-and- 
butter stuff be casually entered at the 
bottom of the order. To be a special- 
list he must have cooperation with the 
factory, and the quality of that co- 
operation should be assured before it 
is tried out on the trade. 


* * * 


Sell Them Better Fixtures 
(Continued from Page 15) 
‘design and I noticed that the porch 
light was a square affair, not at all in 

‘keeping with the high pointed roof. 

I almost hesitated to mention it to 
her because I would see nothing but 
‘trouble for myself if I did so, but at 
length I told her why it did not har- 
monize and said I could get her just 
ithe right lamp for that location. 


We did not have the proper light 
‘for that particular porch in stock so 
I had to order one from a catalog. 
‘Incidentally, it cost about twice the 
iprice of the one she had first ordered. 

When the lamp arrived and was 
‘hung she was delighted beyond words. 
It gave just the right atmosphere to 
the home, she declared. 

Womanlike she showed it to all her 
friends and naturally we got some of 
the very best kind of free advertising. 

This spring she built a new home. 
When it came to fixtures I knew I 
would get the job, but I was surprised 
‘when she told me to use my own 


L. E. Walker is assistant sales mana 
ger of the Graybar Electric Co., Inc 
lof Richmond, Va. This is enough sai 
for everyone knows “Scotty.” 
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MAZDA...NOT THE NAME OF A THING BUT THE MARK OF A RESEARCH SERVICE 


Your Lam p 
Business Is 


LOOKING 
AHEAD 


ENERAL ELECTRIC MAzDA 

lamps, product of the Gen- 
eral Electric Company and the 
famous MAZDA research service, 
stepped ahead in 1930, a year un- 
kind to business generally. They 
filled sockets that NEEDED to be 
filled. They fulfilled a steady, 
specific demand for the best in 
incandescent lighting. 


Looking ahead, the same pros- 
pect—all peaks, no slumps, for G. 
E. MAZDA lamps. They “stepped 
ahead” in greater service to the 
consumer and greater profit to 
the jobber and retailer in 1930, 
and are already stepping ahead 
vigorously into 1931. 


To the jobber and his salesmen, 
G. E. MAZDA lamps present an un- 
precedented opportunity to make 
more than ever of their incandes- 
cent lamp business. An exhaustive 
schedule of national and business 
paper advertising, a new window 
trim service finding unprecedented 
favor everywhere, the option of a 
ten per cent discount which agents 
may extend to the consumer with 
the purchase of six or more lamps 
at a time—these advantages and 
many others will help retailers of 
G. E. MAZDA lamps to make the 
most of their lamp sales in 1931. 
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New ltems 
in the 





Above — Quad 
Reflector with 
Horizontal, 
Keyless Weath- 
erproof Socket 
Fitting. 


At Left— 
Medium Pull- 
Socket Fitting 
for Q-D Re- 
flectors, 








Special Dome Reflector with Q-D Socket 
Fitting. 


The new “Quad” Catalog is effec- 
tively serving leading electrical jobbers 
and contractors as a source-book for 
illuminating data as well as for buying 
information on the “Quad” line of 
Reflectors, Fittings, Lighting Units, 
etc. 


Among the new, popular and practi- 
cal specialties described and illustrated 
in this catalog is the pull-socket fitting 
for Q-D Reflectors available in three 
types: Horizontal (illustrated), Vertical 
and Outlet Box Type. 


Refer to our catalog in your files or 
request a supply on your’ business 
stationery. 


QUADRANGLE MANUFACTURING CO. 


26 S. Peoria Street 


Chicago, Illinois 














ere person connected with the selling 
end of the electrical industry will find 
something of interest, something worth read- 
ing, in every issue of The Jobber’s Salesman. 


The sales experiences of some of the leading 
men in the industry will prove interesting 
and instructive to many. 
features will be well worth reading each 


month. 


We want you to become a regular reader of 
The Jobber’s Salesman. 


Send a dollar for a year’s subscription. 





Various other 

















J. Otis Whitehouse, treasurer of the 
Roland T. Oakes Co., Holyoke, Mass., 
has been with the company since “way 
back when.” He has the company’s his- 
tory at his finger tips and has watched 
the electrical industry around Holyoke 
grow “from a small pup to a good life- 
sized dog.” 





judgment entirely as to the kind of 
fixtures that would be installed. 


That is the kind of business we are 
looking for and it comes only by giv- 
ing real service to the customer. 
When fixture dealers can work up a 
volume of business based on deserved 
confidence, the first step will have 
been made out of the present condi- 
tion of profitless chaos. 


* * * 


How an Independent Whole- 
saler Increased His Profits 
by Specialization 
‘Continued from Page 9) 


price for this kind of service. 

The contractor specialist calls on 
125 selected contractors. He estab- 
lishes close personal relations with 
these customers and keeps in such 
close touch with them that his com- 
petitors have no opportunity to secure 
any appreciable amount of their busi- 
ness. 


The outstanding feature of this 
group of specialists is that they each 
do a real job of intensive selling. 
They concentrate their efforts on from 
50 to 125 accounts and actively assist 
these selected customers in develop- 
ing their own businesses. In this wa) 
their time is practically all productive 
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Operating Methods 


Overhead expenses of 16% are 
not unusual among electrical whole- 
salers, yet here is a house which op- 
erates at 11%. The reason for this 
is that special methods have been 
developed for controlling warehouse 
as well as sales expense. 


“DOUBLE DUTY LINE” 
for 
COMMERCIAL WORK 


A continuous inventory system has 
been adopted which gives the approx- 
imate quantity of each line carried in 
stock. Turnover on each line is 
checked every thirty days and steps 
immediately taken to dispose of all 
slow moving and surplus items. 


You'll find a ready reception for this 
improved line of AMCO Double 
Duty Pendent Fixtures. 


Altho conventional in design, every 
number in the Double Duty Line is 
distinctive in appearance and will 
blend perfectly with either plain, 


The physical arrangement of the 
warehouse is constantly studied and 
every square foot of floor space is 
utilized to the best advantage. Also 
the work of each individual has been 
analyzed so that there is little lost mo- 
tion or wasted effort in the organiza- 
tion. 


decorative or modernistic glassware. 


But two of the numbers in the Double 
Duty Line are illustrated here. Write us 
today for our complete catalog and 
The accompanying charts clearly latest prices. 
show the wisdom of extensively culti- 
vating the price market and inten- 
sively working the service market. 
If outside salesmen were used instead 
of advertising to secure competitive 
business, this business would be taken 
at an actual loss instead of showing 
a net profit. This house has found | ——— ecm ——_______ ee: sel 


the average cost per customer per | 9% 
month for outside salesmen to be | *~ THEY S “A 
THE TEST! 





THE ART METAL CO. 


“Hanger Specialists”’ 
1800 E. 38th Street 


CLEVELAND -:- OHIO 








$3.00, whereas the average net profit | <@ 
per customer per month with no out- 
side sales expense is $2.85. These 
figures refer to group 5 on the charts. 


The real secret of the phenomenal 








, : EMIN ss 
record of this wholesaler is that he i ge ger a 
: combin 
has broken down his costs on each li . " 1s 
h ; You are fully quality and a record of long 
phase of his business and has devel- protected by a and satisfact ; 
1 | 1s f fi bl 1li strict jobber STac ory service. 
oped methods for profitably selling policy. © Concen- No wonder they continue to 
ee en ee trate your 8 2 ‘ 
each class of trade. sales efforts on be “best sellers” for jobbers 
Hemingray Glass ‘ 
= ay ae eee a Insulators. “ont: and their salesmen. Hem- 
Steady and profit- : . 
<a Seer “Seam ingray Glass Insulators are 
t b , fi xpitindl 
oe recognized as standard equip- 





ment by your contractors. 


HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 








H 











George S. Steiner, president, Steiner 
‘lectric Co., Chicago, smiles as W. L. 
leming, of the Cutler-Hammer Chicago 
‘thee, points out some good news. 


GLASS INSULATORS 
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MANUFACTURERS 








— 





Anaconda Announces 
Changes 

J. P. Davis has been transferred 
from the Pittsburgh office of the 
Anaconda Wire & Cable Co. to the 
Chicago office where he will direct 
the western magnet wire. 
J. W. Mullally, formerly attached to 
the New York office, is now district 
manager at the Pittsburgh house. 
A new appointment is that of C. A. 
district manager in the 
H. W. Thomasma is 
now connected with the New York 
office. The resignation of H. W. 
Simpson from the Chicago house has 
also been announced. 


sales of 


Heiser as 
Dallas office. 


NEMA to Hold Meeting 

A preliminary program has been 
announced for the 1931 mid-winter 
meeting of the National Electrical 
Manufacturers’ Association to be held 
in New York, January 19-23. Over 
30 meetings are planned for sections, 
groups and committees. At a special 
dinner meeting on Tuesday, January 
20, there will be addresses by Presi- 
dent Clarence L. Collens and an emi- 
nent speaker from outside the indus- 
try, who will current 
nomic conditions. 

A meeting of the board of gover- 


discuss eco- 


This group of men attended the general illumination 
course recently held by the National Lamp Works of the 
General Electric Co., at Nela Park, Cleveland. 
some very interesting subjects as well as speakers on the 


nors is scheduled for January 20, the 
standards committee for January 22 
and the casualty and fire prevention 
committee for January 23. 

That portion of the industry de- 
voted to electrical supplies will be 
particularly active in the meeting, 
though groups devoted to other prod- 
ucts are also included in the program. 

All of the meetings will be held at 
the Association headquarters or the 
Hotel Commodore. 


* * * 


Trumbull Purchases 
California Company 
Recently, the Drendell Electric 
Mfg. Co., San Francisco, Calif., 
manufacturing panelboards and 
switchboards, was purchased by the 
Trumbull Electric Mfg. Co., of 
Plainville, Conn., and the amalgama- 
tion of the organization became effec- 
tive November 1, under the name of 
the Drendell Trumbull Electric Mfg. 
Co. * ok Ox 


Ilg Official Heads Industry 
Association 

J. M. Frank, president of the Ilg 

Electric Ventilating Co., Chicago, 

was elected president of the National 

Association of Fan Manufacturers, 

which comprises more than 80%. of 





There were 





the ventilating fan and blower indus- 
try, at their annual meeting in the 
Hotel Roosevelt at New York, re- 
cently. Other officers were elected 
for 1931 as follows: R. E. Shaw, 
general sales manager of the B. F 
Sturtevant Co., Boston, vice-presi- 
dent, and E. B. Cresap, of Chicago, 
secretary. The latter is the profes- 
sional secretary of the association. 
* + 2 


W. D. Steele Elected to 
N. E. M. A. Board 


Walter D. Steele, president of the 
3enjamin Electric Mfg. Co., Des- 
plaines, Ill., has been elected a mem- 
ber of the board of governors of the 
National Electrical Manufacturers’ 
Association. ,» 4 
J. G. Pomeroy Represents 

Pass and Seymour 

The J. G. Pomeroy Co., Seattle, 
San Francisco, and Los Angeles, has 
been appointed, effective December 1, 
to represent Pass & Seymour, Inc., 
Syracuse, N. Y., manufacturers of 
porcelain and electrical supplies, in 
the states of California, Nevada, and 
Arizona. A stock of Pass & Sey- 
mour products will be carried at the 
San Francisco warehouse of the J. 
G. Pomeroy Co. George \W. Rose- 





program and quite a bit of ground was covered. 
who attended the course included men from central st: 
tions and other parts of the electrical industry from all ov« 
the United States and a few from other countries. 


Thos: 
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The Trend 


| 
Toward x 
“BETTER WIRING MATERIALS” 


¥ 





« 






« 






| HERE is no better measure of the 

worth and value of a line than the 
amount of support it receives from the 
field it serves. 














For 42 years there has been a steady 
| increase in the number of leading job- 
bers, architects, engineers, and con- 






A. A. Rohrer, who for the past four 


































years has been connected with the Cin- tractors buying and specifying "BET- 
cinnati office of Cutler-Hammer, Inc., TER WIRING MATERIALS". 

traveling southern Ohio, Kentucky and 

part of Tennessee, has been appointed 

Ohio district manager by the Thomas Today the trend toward A.C.L. Co. 


and Betts Co., New York. Prior to ° 
his connection with Cutler-Hammer, products is even more pronounced 


Inc., Mr. Rohrer was associated with | than ever before. 
the F. Bissell Co., Toledo, as salesman. 








Superiority of product, a vigilant 


krans, of San Francisco, former a z GR:.o? 
maintenance of quality, a strict job- 


northern California salesman of Pass 





& Seymour, Inc., has joined the “Better Wiring Materials” ber policy, consistent advertising and 
oe Co. as a Pass & Seymour a" ee other sales helps are a few of the 
ee a tes 1 Red Seal ABC AR- reasons back of a well earned leader- 
» : MORED BUSHED shi 
Canadian Factory for Curtis ieee” Pat. “i 
a Lighting Red Seal Flexible Metal- Is it therefore any wonder that the 

Curtis Lighting, Inc., Chicago, an- | lie Conduit. , trend continues toward "Better Wir- 
nounces the organizing of Curtis — Poesy ‘aq Material"? 
Lighting of Canada, Ltd. The fac- cau’ Men Titkea, ing Material : 
tory, office and display rooms will 1635829). ¥ 
be at 260 Richmond St., West, To- oe — 
ronto, Ontario. etallic eathe 

Melvin C. Wilt, formerly Curtis Meng hla ¥ 
Resident Engineer at Cleveland, is | Boxes and Fittings. 
managing director of the new com- a 
pany. Mr. Wilt has also been asso- - 
ciated with the National Lamp Works 
of the General Electric Co., Cleve- ¥Y 
land, and the American Gas and 
Electric Co. in various locations. Ww 

Arthur L. Chase, who has just re- : ' | vw 
turned from Antwerp, Belgium, American Circular Loom Company, Inc. 
where he supervised production at ¥ 
the Curtis Lighting, Europe plant, is 
production director. 

Irving D. Smith and W. W. Tim- 233 Broadway & ¥ | 
mins, engineers, who have represented sana. 
Curtis in Canadian field work for the | 
past several years, continue in such OFFICES IN PRINCIPAL CITIES ¥ 
capacities, 





Mr. Smith has just completed 
supervision of an _ installation of 
Curtis products in the new buildings 
of the T. Eaton Co., Ltd., Toronto. 
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New Electrical Products, Illustrated 





HE features of the 1931 improved food mixer, manufactured by the 
A. F. Dormeyer Mfg. Co., Chicago, are: a self-oiling, sealed mechan- 
ism; new improved power unit, practically noiseless in operation; unlim- 
ited reserve power, and a handsome, modern design. The unit can be 
operated in any receptacle and is attached only to the electric cord. The 


1931 models are offered in three finishes. 


The usefulness of this device 


is greatly extended by the invention of a fruit juice extractor attachment, 
quickly adjusted after paddles are detached. A jade green glass bowl, 
orange reamer of beetle, and black bakelite base attached to the power 
unit of the food mixer, complete the juice extractor equipment. 








NX] UMBER 469 triple stem swivel 
7 pendant is one of the latest 
developments of the Art Metal Co., 
Cleveland, in its “Standard” line of 
hanger equipment. All “Standard” 
line holders and canopies are of 22 
gauge brass, or when specified, 22 
gauge bronze metal. “Amco” one 
screw (semi-safety) holders are 
standard equipment on this line, 
while “Amco” safety holders, pat- 
ented, which simply require closing 
of lever to lock glassware to holder, 
will be furnished in the four inch 
and six inch pendants and ceiling 
type fixtures, when specified. 





ODEL BV-100 is one of the 

best known types of the mov- 
able brackets manufactured by the 
Beverly Division of the Beardslee 
Chandelier Mfg. Co., Chicago. Some 
features of these brackets are: they 
do not fasten to the wall or floor, 
but hug the wall closely; plug in 
like a toaster; take up no usable 
floor space; come in all types to fit 
any room or need. The feet of the 
bracket take less than seven in. of 
floor space. Eight ft. of cord are 
provided with each bracket. 


HE new improved “Indirect- 

Lite” developed by the Edwin 
F. Guth Co., St. Louis, Mo., has an 
inner reflector of special intense 
white, imperishable china, as op- 
tional equipment which is said to 
give greater reflecting qualities. It 
distributes and diffuses the light rays 
in such a manner that it prevents 
the bowl appearing as an opaque 
object against the ceiling. The re- 
flectors are made of one piece of 
“Armco” iron. Adjustable socket 
permits raising or lowering lamp to 
obtain proper focus. 








HE “E-Z” pedestal type wire 

stripper, recently introduced by 
the Ideal Commutator Dresser Co., 
Sycamore, Ill., is designed for rapid 
stripping of the finer types of in- 
sulated wire, used generally on all 
electrical appliances from 12 gauge 
to the very finest magnet wire. No 
motor is required since the same 
pedal movement to trip a motor 
will instantly grip the wire, cut the 
insulation and strip it off. This ma- 
chine is equipped with interchange- 
able blades of the shearing type 
either single V notch for single con- 
ductor or double VV _ notch for 
duplex cord. 
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R. W. Staud, advertising and sales 
promotion manager of the Benjamin 
Electric Mfg. Co., Desplaines, Ill., has 
been elected vice-president and secre- 
tary of the Porcelain Enamel Institute, 
Inc. In addition to this Mr. Staud is 
also president of the Engineering Ad- 
vertiser’s Association of Chicago, a 
member of the Industrial and Com- 
mercial Lighting Committee and of the 


National Outdoor Lighting Committee | 


of the commercial section of the Elec- 
tric Light Association and chairman of 
the manufacturers’ advisory committee 
of the lighting service committee ol 
the Illuminating Engineering Society. 





“Photoflash Lamp” Prices 
Reduced 


A substantial price reduction on 
the new “Photoflash” lamp, already 
in wide use as the flash source for 
flashlight photographs, has been an- 
nounced by the General Electric 
Co., Schenectady, N. Y. The lamp, 
formerly retailing at 40 cents, now 
lists at 25 cents. This reduction, it 
is pointed out by J. E. Kewley, act- 
ing general manager of the Incan- 
descent lamp department of the Gen- 
eral Electric Co., will greatly accel- 
erate the market for this new prod- 


uct. 
* *« *£ 


B. Director with 
Fiske Factors 
Benjamin Director, formerly 
president of Radio Jobbers, Inc., 
New York wholesalers, has resigned 
from that company and has joined 
Fiske Factors, Inc., as vice-president, 
in charge of sales. 

Mr. Director, who has been in the 
radio business for the past five years, 
comes to Fiske Factors with an ex- 
tensive knowledge of radio manu- 
facturing, wholesaling and retailing. 
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KILLARK 


“BlueBell” Transformers 


justify your 
confidence 





They are backed by fifteen 
years’ experience in the 
, manufacture of good trans- 
| formers. Dependability is @ 
built into every one, and 
each bears an unlimited 





| ours. Write for details—and the sale and profit possibilities 


guarantee. The record of their past performance com- 
bined with their good appearance and well-known name 
does much to eliminate sales resistance. 


Your Customers Know “BlueBells’’ by Name 


Killark Electric Mfg. Co. 


3940 EASTON AVE. ST. LOUIS, MO. 
\ 
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Consider the many uses 


of this new 


NEON GLOW LAMP 


N the home and garage the new 2-Watt Neon Glow Lamp 
finds many uses. As a night light in bathroom, bedroom, 
cellar, on stairway, in garage and to illuminate house num- 
bers. Also in industry —as annunciator, signal and test lamps. 


Can be kept lighted day and night for a month and will 
use less than 5¢ worth of current! Fits standard socket— 
110 A. C. or D. C. Unlike ordinary electric lamps, there’s 
ao filament to break. Instead, a metallic disk which with- 


stands shocks and vibrations affords service for hundreds of 


»f this unique lamp. General Electric Vapor Lamp Co., 891 
Adams Street, Hoboken, N. J. 


Join us in the General Electric Hour, broadcast every 


Saturday evening, on a nation-wide N. B. C. network 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


(Formerly Cooper Hewill Electric Company) 


472-A © G. E. V. L. Co., 1930 
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New Electrical Products, Illustrated 

















AN electric candle is the latest ad- 

44 dition to the “Eveready” prod- 
ucts manufactured by the National 
Carbon Co., New York. A switch 
in the base automatically turns the 
light on or off each time it is 
picked up or set down, although 
the switch can be turned on per- 
manently if desired. The candle 
has a rich satin silverlike finish. 
The bulb at the top is completely 
housed in a casing of moonstone 
glass. Another novel feature of 
the candle is a band on the base 
containing radium spots which en- 
ables one to locate it instantly in 
the dark. The candle uses two 
standard No. 935 “Eveready” unit 
cells and No. 1197 “Eveready” 
Mazda flashlight lamps. 





A RECTANGULAR an 
i gle reflector in porce 
lain enamel with weather 
proof cadmium plated socket 
fitting is being made by the 
Quadrangle Mfg. Co., Chi- 
cago. Made in sizes from 50 
watt to 500 watt, this reflec- 
tor is suitable for outdoor 
advertising, automobile serv- 
ice stations, night athletics 
and industrial lighting. The 
contour of the open side of 
the reflector is rectangular, 
providing a straight line cut- 
off of light at top of sign or 
other area lighted. The 
horizontal type is reversible 
so that the light may be 
directed either outward or 
toward the supporting con- 
duit. 


A NEW A.C. buzzer for flush 
- mounting has been developed 
by S. H. Couch Co., Norfolk Downs, 
Mass. Operating on the solenoid 
principle this buzzer is suitable for 
use in residences, apartments and 
so forth. Current consumption is 
very low and it is designed to oper- 
ate from a standard house bell ring- 
ing transformer on the eight or 12 
volt tap. The mechanism is con- 
structed to fit into a standard one- 
gang switch box and a _ standard 
one-gang blank switch plate with 
screw holes on 23 in. centers may 
be used as a face plate. By break- 
ing off ends of mounting plate this 
buzzer may be installed in a stand- 
ard surface switch box. This buz- 
zer is constructed in a_ rugged 
manner with no assembly screws to 
work loose and no contact points 
to need attention. 








S' ALP tips which set into the 
holders of the “Velvetskin Pat- 
ter,” an electrically operated instru- 
ment for facials, have been intro- 
duced by the Connecticut Telephone 
& Electric Corp., Meriden, Conn. 
The new tips, which are equipped 
with protruding rubber “fingers,” 
are made to alternately and gently 
pat or tap the scalp at the rate of 
more than 100 strokes per second, 
stimulating circulation of the scalp 
to prevent dandruff, and other head 
ailments. 





HE Beaver Mfg. Co., Newark, 

N. J., has announced a new soft 
rubber cap, which according to the 
manufacturer, is proof against the 
shocks of dropping and other acci- 
dents that prove detrimental to caps, 
especially when used in connection 
with base plugs, lamps and “home 
duty” appliances. This new cap, J-63, 
has flexible metal blades, assembled 
directly to special inserts moulded 
in the rubber. For this reason they 
can be squeezed together, and when 
released, the blades resume their nor- 
mal position. 
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Head Memphis Chamber of 
Commerce 


W. R. Herstein and Joseph A. 


Fowler have been elected president 


and vice-president respectively of the 





W. R. Herstein J. A. Fowler 


Memphis Chamber of Commerce for 
the year 1931. 

Mr. Herstein, who is vice-president 
of the Armstrong Electric & Mfg. 
Corp., was formerly head of the 
Wesco Supply Co. and one of the 
leaders in the National Electrical 
Wholesalers’ Association. 

Joe Fowler, who is a past president 
of the Association of Electragists, has 
been chairman of the Auditorium 
Commission and executive committee- 
man of the Chamber’s Convention 
Bureau since its establishment. 

It is curious to know that both Mr. 
Herstein and Mr. Fowler have been 
recipients of the McGraw award for 
outstanding achievement in their re- 





Be. 





spective industries. This is probably 
the first time that two electrical men 
have been elected to the administra- 
tion of a local Chamber of Commerce 
in a city the size of Memphis. 
- fo 4 
Personnel Changes at 
Federal Steel 

The Federal Steel Products Co., 
Newark, N. J., reports that George 
A. Milius, working out of the New- 
ark office, will cover the state of 
New Jersey. Mr. Milius replaces D. 
M. Steinberg who has been promoted 
to New York district manager. 
Charles Shelburn will be associated 
with Mr. Steinberg in New York. 
L. A. Weiller, Baltimore, has been 
engaged to cover Maryland and the 
District of Columbia. Another ap- 
pointment is that of C. R. Strother, 
Bluefield, W. Va., who will handle 
West Virginia and the southwestern 
portion of Virginia. 

F. L. Eldridge Enters 
Distribution Field 

Frank L. Eldridge, well known in 
the railway and industrial field in the 
sale of dry batteries, has opened an 
office under the name of the Frank 
L. Eldridge Co., at 11 S. La Salle 
St., Chicago, for the distribution of 
dry batteries and other products, rep- 
resenting the French Battery Co., 
Madison, Wis. Mr. Eldridge will 
also handle other lines sold to the 
railroad and industrial concerns. 





From left to right are: Ed S. Conrad, vice-president, Square D Co. of Texas, 
formerly sales manager of the Diamond Electrical Manufacturing Co. of Los 
Angeles; John Cassidy, of the McCarty Co., advertising counselor for the 
Diamond Electrical Manufacturing Co.; and Carl Buratti, Johns-Manville Corp., 
Los Angeles. This picture was taken in front of the Diamond Electrical Manu- 
facturing Co. plant in Los Angeles just prior to Ed Conrad’s departure to take up 


his new duties in Texas. 


BEAV 
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Issued by BEAVER MFG. CO. 
NEWARK, N. J., U.S.A. 


Brevity has always seemed to me the 


soul of good advertising, as well as of 
good wit. Accordingly, I’ve argued the 
Beaver outfit into letting me _ talk 

you all in this column figuring that 
if what I have to say is worth any 
thing to you, you will “get it” as well 
in a third-page as you would in a page 


¢ + 

Take this after-Xmas letdown. Some 
folks say it is natural; others that it is 
a state of the mind. I claim there’s 
much to be said on the other side 

Granted that budgets are threadbar« 
and pocketbooks anemic it is just 
as true that people have to read, sew, 
eat, and keep warm this month, same 
as before. Why, then, should they stop 
buying electrical accessories, if your 


dealers don’t let them stop? 


¢ + 


What I mean is, every jobber’s sales- 


man has a “message to Garcia” for 


January. Inventory and other “nuis- 
ances” notwithstanding, the prime ob- 
jective of dealers is SELLING GOODS 
AT A PROFIT this month, as in 
every month! Remind ’em of it. Urge 
them to show more pep than ever, in 
order to offset conditions. 

Better displays inside; stronger win- 
dows. Suggestive salesmanship with a 
real kick. And don’t forget to tell ’em 
about the latest Beaver knock-out. 

















Soft Rubber Handle Cap 


J-63 

Your big sales ammunition for the 
new season! A scientific product, stud 
ied and tested from every angle, to give 
you a wide edge on competition. Fur 
nished with or without cord, so that 
dealers can sell it with any cord they 
please, making the conventional connec- 
tion in the store. Blades are flexible, 
not rigid. Price is lower, again enabling 
you to do some talking. I’ve seen all 
the soft rubber caps on the market, fel- 
lows . . . and this one is the best, from 
your viewpoint and that of your trade. 

Do your stuff! 


¢ ¢ 


T 


More good news next month. Mean- 
while, let’s see how quick you can 
write for a sample of the new soft 
rubber J-63. 
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Paul Bandy Appointed Sales 
Manager 

Paul C. Bandy has been appointed 

sales manager of the Sanitarium 

Equipment Co., Battle Creek, Mich., 









































































































The modern, accepted 
and fully approved way 
to join wires is by using 
Ideal Connectors. They 
are quick, positive and 
afford better insulating 
protection. The fact that 
millions are being used 
proves that Ideals are 
eliminating the use of 
solder and tape in con- 
necting wires. 

Ideal Connectors screw 
over the ends of wires 
with the fingers. A spiral 
spring insert located in 
the inside of the Ideal 
Connectors presses itself 
into the copper conduc- 
tors as the connector is 
turned over the ends of 
the wire. This spiral 
spring insert acts as a 
current carrying sleeve. 

Thousands of contrac- 
tors throughout the coun- 
try are using Ideal Con- 
nectors. If you are not 
now selling them catch 
up with the times. Send 
the coupon below for 
free sample. Remember 
Ideal Connectors are 
fully approved by the 
Fire Underwriters, and 
they are fully covered by 
patent No. 1,700,985. 
Ideal sales are increas- 
ing. You can make a 
good showing by demon- 
strating their use to your 
contractors. 


Ideal Commutator Dresser Co. 
1047 Park Ave. Sycamore, Ill. 





Ideal Commutator Dresser Co., 1-31 
1047 Park Ave., 
Sycamore, Illinois. 

I would like to try Ideal Connectors 
and ask that you send free samples. 
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Paul C. Bandy 


manufacturers of health appliances. 

Mr. Bandy is well known in the 
electrical industry with which he has 
been connected for 15 years. Eleven 
years ago he left Cutler-Hammer, 
Inc., to take charge of the industrial 
heating department of the Russell 
Electric Co., Chicago, where a rapid 
rise soon brought him to the position 
of secretary and general sales man- 
ager of that company. 

A year ago, he joined the Sani- 
tarium Equipment Co. Mr. Bandy 
has announced that the company’s 
line, including a new health lamp, 
will be distributed through electrical 


wholesalers. 
x * x 


H. W. Smith Appointed 
Majestic Manager 

H. W. Smith has just been ap- 
pointed Pacific Coast sales manager 
for the Majestic Electric Appliance 
Co., Inc., San Francisco. He for- 
merly was sales manager for the 
Kirsch Mfg. Co., Sturgis, Mich. 

‘$s 


G. S. West 
Manages Appliances Sales 
George S. West, formerly Pacific 

Coast zone manager for the mer- 
chandise department of the General 
Electric Co., has been appointed Pa- 
cific Coast manager of appliance 
sales having jurisdiction over the 
sale of all appliances in the Pacific 
Coast and Intermountain territory, 
with headquarters in San Francisco. 
The change follows the merchandise 
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END ON 


When it comes to 
ordering glass and 
porcelain insulating 
parts for your 
trade, put only 
KNOX made ma- 
terial on your 
shelves. 





DEP 





Knox made prod- 
ucts safeguard you 
and your custo- 
mers against grief 
and dissatisfaction. 
Knox equipped 
jobs stay sold, 
make friends and 
build business for 
Knox jobbers. 





, You can depend 





WRITE FoR CATALOG 


KNOX PORCELAIN 


CORPORATION 
KNOXVILLE -TENNESSEE 


KNOX 














\APPROVED: 


By World Authorities 


Built By Sherman 


To the minutest detail, the new 
SHERMAN TINNED SPLICING 
SLEEVES for STRANDED CON- 
DUCTORS rigidly follow the specifi- 
cations recommended by the N. E. 
L. A. committee. 


Made from the highest quality of 
pure copper and fashioned with 
specially designed machinery and 
tools. 


CONSIDER 
these 4 important features— 


1. Ample tensile strength. Wire will 
break before sleeve will loosen. 

2. Tested for overheating. 

3. For either round or sector shaped 
cable. Dead soft anneal permits 
— mechanical clamping before 
soldering. 

4. All surfaces smoothly tinned with 
solder alloy recommended as easiest 
and quickest for soldering. All out- 
side edges rounded. 

All sizes shipped from stock. Samples 

on request. Large size samples on 











a Jobbers 
H.B. SHERMAN MFG.CO. 
| Battle Creek, Mich. 
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14 FEATURES 








ACE 


ELECTRICTIMESWITCH 


1 Universal Motor made by “Dumore’” 
winds the clock and throws the switch 
at the same time. Runs on A.C. or 
D.C. 100 to 130 volts, any cycle up 


to 60. 

en will run 48 hours with current 

off. 

Has a 12-hour dial and hands in ad- 

dition to 24-hour dial. 

A patented compensating regulator 

insures accurate time keeping within 

temperature range of 110 degrees. 

Guaranteed to trip within 15 seconds 

of time set. 

Trip hands can be set as close as %4 

hour apart and clocks can be fur- 

nished with 2, 4 or 6 hands on 24- 

hour dial. 

Mechanism can be tripped by hand 

or by any number of push button 

switches located anywhere in the con- 
trol circuit without interfering with 
the automatic operation of the clock. 

Each trip hand has its duty to per- 

form and will not trip the mechan- 

ism unless the switch is in position 
to be tripped when hand passes. 

Indicate position of switch at all 

times. 

10 Clock hands can be turned forward 

or backward without interfering with 

trip. 

Clock will not overwind regardless of 

how many times it is tripped by 

hand. 

12 Made in regular on and off types, 
also in 2 and 38-cirecuit types for 
apartment house hall lights, etc. 

13 Any one of the three units can be 
taken out for cleaning, oiling or re- 
placement without disturbing the 
others or without removing case from 
the wall. 

14 Fully guaranteed by the Reliance 

Automatic Lighting Company, mak- 

ers of time switches for 21 years. 


Write For Prices 


RELIANCE 


Automatic Lighting Co. 


Racine, Wisconsin 
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H. T. Lewis, for several years district 
manager for the Robbins & Myers Co., 
with headquarters in Philadelphia, re- 
cently joined the sales organization of 
the Diehl Manufacturing Co., Elizabeth- 
port, N. J., and will operate within this 
firm’s Philadelphia territory. Mr. Lewis’s 
many friends in the jobbing industry will 
be glad to know that he is happily 
located and will give the same conscien- 
tious attention in his new field of 
endeavor which has characterized his 
work in the past. 


department’s recent creation of an 
appliance division to handle General 
Electric fans, vacuum cleaners, sun 
lamps, radios and clocks. H. G. 


Gerster has been appointed district | 


supervisor of the radio section of 
the appliance division for these two 
territories. 

J. O. Dillingham, formerly gen- 
eral specialist for the merchandise 
department in southern California 
and Arizona, has been transferred 
to San Francisco as district super- 
visor of the construction materials 


division of the merchandise depart- | 


ment. R. C. Mixer, formerly gen- 
eral specialist for the merchandise 
department in central California, has 
been transferred to Los Angeles as 
district specialist for the construc- 
tion materials division in southern 
California and Arizona. 


* ok * 


D. R. Dohner with 
Westinghouse 
Recently appointed director of art 
for the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Donald 
R. Dohner, formerly instructor in 


design at the Carnegie Institute of | 


Technology, will assist in carrying 
out the new plan of this company for 
incorporating the principles of de- 


sign, making for fine appearance as | 


well as mechanical perfection, in the 
design of electrical machinery. 








And 


Wire Connectors 





PON DPR 


These are but 
two of our many 
lines of wiring 
material de- 
signed, made 
and priced to in- 
sure easy selling 
and satisfactory 
profits for the 
electrical job- 
ber. 


a 














Big things usu- 
ally start in a 
small way. Let’s 
get acquainted. 
As a starter we 
suggest that you 
drop us a re- 
quest today for 
a copy of our 
catalog and 
latest jobber 
prices. 








| Union Insulating Co. 
|| The Original Makers of Bakelite Sockets 


New York Office Factory 
296 Breadway Parkersburg 
New York City West Virginia 








UNION 


Electrical Products 
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“It has a grip like its namesake” 








Bull Dog 


REGISTERED 


Split Knobs 





"These are 


the safe, approved 
knobs for all types of 
residence wiring. They 
mean better jobs at no 
added cost. Bull Dog 
Split Knobs, together 
with Illinois Porcelain 
Tubes, Cleats and 
Solid Knobs form a 
complete line of stand- 
ard porcelain. 





Sold Through Wholesalers 


Illinois Electric Porcelain Co. | 


Macomb, Illinois 
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Gleason Sales Has New 
“Partner” 


“T have never stopped to think 
whether I could do it or not. I just 
knew that after 18 years of hard 
work on the part of my husband that 
the business which he had built by 
hard and conscientious work must 
not stop, when as a result of his hav- 
ing suffered a nervous breakdown, 
he was obliged to go to the U. S. 
Veterans Hospital in February, 
1930.” 

These were 
the comments of 
the determined 
little 
Mrs. James E. 
Gleason, who has 
proved herself 
in every way a 
“partner” in the 
James E. Glea- 
son Sales Co., 
Chicago. What 
has been accom- 
plished in this 
one year has 
been due largely 
to perseverance, hard work and late 
hours, but all this seemed well worth 
while as she received the coopera- 
tion of the factories and had the 
assurance of Mr. Gleason’s friends 
that she would “make good.” So 
enthused is she in the work that she 


Mrs. J. E. Gleason 


| is determined to continue to repre- 
| sent the factories making electrical 
| wiring devices and specialties, even 


after the return of Mr. Gleason, 
which it is hoped, will be in the near 


| future. 


* * 


A. D. Page Retires from 
Edison Lamp Works 


The Edison Lamp Works of Gen- 
eral Electric Co., Cleveland, an- 
nounces the retirement of Almon D. 
Page, one-time manager of sales, 
who until recently has served on the 
advisory committee of the company. 


Mr. Page started his business 


| career with the United Edison Co. at 


65 Fifth Avenue, New York, in 1889, 
and went with the Edison Lamp 
Works at Harrison, N. J., in 1890 
as assistant factory manager and 
manager of sales. He resigned his 
former position in 1892, but con- 


| tinued as manager of sales until Sep- 


tember 1, 1925, when he resigned to 
become a member of the advisory 
committee. 
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| YAGERS 


HF) SOLDERING 
Hig SALTS 3 


NOW 


In Bulk Containers 


for 
are 
air 
en- 


In addition to the standard size packages 
ordinary use Yager’s famous soldering salts 
now furnished in 25, 50, and 500-pound 
tight sheet-iron drums. All are attractively 
ameled to prevent rust. 


Write today for 
prices and discounts. 


Alex. R. Benson Co., Inc. 


Manufacturers 


Hudson, N. Y. 
Since 1873 


YAGER’S 


1873 IT MUST BE GOOD 1931 








Subscribers 


Youcan’tafford to 
miss a single issue. 
Give us your new 
address if you 
have moved. 


LY 


Be A Booster 


Tell your friends 
about 
The 
Jobber’s Salesman 
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A-1 & JR 





Patented 


WIRE 
CONNECTORS 


ETTER results could 

not be obtained if you 
paid more than S R K’s 
cost you, nor can you get 
full measure of satisfaction 
when paying less. 


For reliability and ef- 
ficiency you can find 





nothing to _ equal 
JIFFY WIRE CON- 
NECTORS. 


Approved by 
Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


Samples Sent on Request 





HACKENSACK, N. J. 
General Sales Office: 


G. Denn Montgomery, Jr. 
458 Broadway, New York City 
Phone Canal 7533 
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A JOBBER SALESMAN 
WHO IS MAKING 
MONEY—NOW! 


Wao? 


bes 5 




















The salesman who 
keeps up with the SEE HOW 
Wiremold modern- | IN THE 
ization plans! Read 
all about them in W. 8. 6. 
each issue of the 


Wiremold Business Builder. 
Chance to get your Contractors 
in on immediate wiring business. 


TIE-IN BOYS! HERE IS 
OPPORTUNITY ! 


No charge you know. 


Get your name on mailing list. 
We 
Wire MOK 


WBB HEADQUARTERS 
HARTFORD, CONNECTICUT 














Speed plus Safety 


With 


JIFFY WIRE CONNECTOR CO. | 


Latest Trade Literature 

Wadsworth Electric Mfg. Co., 
Covington, Ky.—Bulletin No. 23, 
illustrating and describing the Wads- 
| worth accessible fuse meter service 
|switch with range and lighting cir- 


cuits, has recently been released by | 


this manufacturer. 


Benjamin Elec. Mfg. Co., 
Plaines, Ill.—Data sheets, published 
by the Illuminating Engineering Soci- 
ety, showing interesting applications 
of Benjamin lighting equipment to 
| unusual lighting problems, are being 
| mailed to the trade. These pages are 
|to be filed in the loose leaf Manual 
of Benjamin Design and Equipment 
Data. 





Lamp Works, General Electric 


|Co., Cleveland—“The 


has been issued by the engineering 
department. Mr. Powell 
the subject from all angles, giving 
the early experiments and the possi- 
bilities for the future. Another book- 
let, “Tendencies in Lighting Practice 
1930,” has also been released by 
Mr. Powell. 


discusses 


Beardslee Chandelier Mfg. 
Chicago—The Williamson Division 
has recently brought out catalog 


“Shade-Lyte” series. 


No. 42 for 1931, has _ been 


log 


Diehl line of standard desk and 
bracket, ceiling and floor, exhaust 
and ventilating fans. 


Westinghouse Electric & Mfg. Co., 
Springfield, Mass. — “Small Power 
Motors” is the title of a new booklet 
recently released by this manufac- 


construction of each type of motor 
is given. 

Miller Co., Meriden, Conn.—The 
Ivanhoe Division of this company 


[has just issued a new complete cata- 
| . . . . . 
log covering its lines of industrial, 


porcelain enamel, and aluminum re- 


illumination. Copies of the catalog 








can be obtained upon request. 


Des | 


Coordination | 
of Light and Music” by A. L. Powell 


Co:, | 


W-10, describing and illustrating its | 


Diehl Manufacturing Co., Eliza- | 
bethport, N. J.—A dealers’ fan cata- | 


brought out by this manufacturer. It | 
illustrates and describes the complete | 


turer. The application, operation and | 


| San Francisco, Calif. 


flectors and fittings for industrial | 
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Sell Satisfaction 


MERCHANDISE is bought and sold, 
not for what it is but for the serv- 
ice it will perform for its purchaser. 
Expectancy of satisfaction is the one big 
motive back of every dealer's fuse order, 
satisfaction to him in sales and profits 
satisfaction to his customers in rendered 
service. 
The clouding of its clear window upon 
blowing, Underwriters approval, plain 
capacity markings, handy and protective 
packing are just a few Kirkman features 
that assure positive satisfaction to both 
dealer and user. 

THE CLEAR WINDOW FUSE THAT 
SHOWS WHEN IT BLOWS 
Packed in handy boxes of five 

Automobile Fuses 

Special Fuses 


Link Fuses 
Write today for complete catalog 


KIRKMAN 


ENGINEERING CORP. 
1 DOMINICK ST., NEW YORK 
Makers of Fuses Since 1912 


Location of Warehouse Stocks 
J. R. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
Philadelphia, Pa. 
H. W. MacLEOD & CO. 
242 Congress Street 
Boston, Mass. 


Enclosed Fuses 
Fuse Plugs 


| KABERNA & CO. 
29 So. Desplaines 
Chicago, Illinois 


KIRKMAN 


IFW SIE 


Street 
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The Right Start 


If you carried Eskimo fans last 
year you know what a “sell out” 
they were. 


Eskimo quality and Eskimo prices 
sure turned the trick. 


This year promises even more in 
sales and profits for Eskimo Job- 
bers than did 1930. 


In addition to the regular Eskimo 
numbers that made so many 
friends last year, a complete new 
line of induction motor fans have 
been added for 1931 selling. 


Getting the right start is half the 
battle of a successful fan seas>n, 
hence we urge you to send fo: 
our new catalog at once. 


It will be fan buying season for 
your dealers before you realize it. 


Write Us At Once 


UNITED 


ELECTRICAL MFG.CO. 


@ ApRIAN 


MicH 
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Zi When they SAW and HEARD 
hey this WONDER CLOCK 


E heir Orpers 


Mere rumors of this new Sessions Chime clock sold two months’ 
production overnight. When the clock was demonstrated many 
orders were doubled. 









































Why? Because it is the first and only all-electric Westminster 
Chime clock without clutch or auxiliary spring. It has no trou- 
blesome electric contacts. Because its cabinet and fitments set a 
new mark in electric clock design. Because it is guaranteed by 
more than a century of making clocks, by a maker long known 
throughout the country for clock craftsmanship. Because this 
wonder clock retails at a price lower than that of many a silent 
time piece. 


The New Sessions all-electric Westminster Chime Clocks com- 
bine the permanent time-telling precision of the sealed-in-oil syn- 
chronous motor type, with the newly patented Sessions chiming 
and striking mechanism, operated by a separate induction motor 
powered through the same cord and plug. It chimes each quarter 
hour . . . the age-old melody of Westminster, popularized 
through two years of nation-wide Sessions radio broadcasting. 


Sessions all-electric chime clocks were not designed for price- 
selling. But what a value! What a wake-up item to give new 
life to your business! Built deliberately to do away with after- 
sale servicing. It’s a foolproof clock. 


Only once in a decade comes a chance like this. A wide-open oppor- 
tunity to put your clock department on its toes. A new exciting product 
with a nation-wide appeal to the public. Backed by National magazine 
and radio advertising. A price that opens even tightly closed minds and 
pocketbooks. 


Jobbers and retailers all over the country are placing orders. 
First come, first served. If you are not already stocked, write 
us today. The Sessions Clock Company of Forestville, 
Connecticut. 


One of the smartly styled Sessions all-electric Chime 
Clocks. Genuine hand-rubbed mahogany case with 
burled panels. Design proved to popular prefere.ce. 
Foolproof sealed-in-oil synchronous motor. No chime 
springs. No clutch. Chimes motorized. Simple and 
trouble-free. Does away with servicing. Retails for 
$33.50. 


ADVERTISEMENT 











84 THE JOBBER’SfA}SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY 


kwery Page....has a 


Sales Suggestion for You! 


Familiarize yourself 
with the data in ELECTRICAL 
TRADE CATALOGS on the lines you 
carry. Every page offers and opens 
up a sales suggestion for you. 


Many jobbers’ salesmen 
have formed the habit of sitting down 
_ with their contractor friends and 
going over page after page of ELEC- 
TRICAL TRADE CATALOGS which 
they find in the contractor’s office. 
When youturn to this handy catalog- 
file and show the buyer the complete 
data on your lines, he is instantly in- 
terested. He knows that the manu- 
facturers you represent are helping 
him by putting the data on their 
products in ELECTRICAL TRADE 
CATALOGS. 





Every page has a sugges- 
tion for you. Try it on your next 
call! And have your office advise us 
what additional data would be of help 
to you and we will try and have it in 
the next volume. 


McGRAW-HILL 
CATALOG AND DIRECTORY 
COMPANY, INC. 


NEw YORK, N. Y. 








Manufacturers 


since 


1896 





PLYMOUTH RUBBER COMPANY. Inc. 
OD 


in 1931 


Plymouth Products and the Plymouth sales policy assure it. 
to you and your trade at all times. 


tape on a satisfactory sales and profit basis. 


Happy New Year 





Concentrate 













on 


SLIPKNOT! 


A Positive Assurance of Prosperity 


Plymouth does more than merely wish you and your salesmen a Prosperous New Year. 


The steady maintenance of high quality in the production of Plymouth tapes is a matter of 


tradition with us here at the factory. A tradition that guarantees 100 percent satisfaction 


Our perpetual adherence to the strictest kind of a jobber protective policy provides you the 


positive protection to which you are entitled, and which is so necessary to your handling 


PLYMOUTH RUBBER COMPANY, INC. 


CANTGN, MASSACHUSETTS 














OVER TWENTY-FIVE YEARS OF 
RESEARCH AND DEVELOPMENT 


Announces 


Black Finish is standard for SUPERBA. Various colors furnished 
if desired. Illustration shows SUPERBA panel removed from cabinet. 


the Electrical Sensation of 1931 


Products that Dominate the Market are Easy and 
Profitable for Jobbers to sell. BULL. DOG Products 
have secured this market domination. 

It was so with BULL DOG SAFtoFUSE Feeder 
Panels, which rendered live face panels obsolete and 
established a standard which others are following. 


And now for 1981 BULL DOG offers the SUPERBA, 


which sets a new and higher standard for Lighting 

Panels from both an appearance and_ performance 

standpoint. It is truly a superb achievement. 
QUALITY and VALUE are so apparent in the 

SUPERBA that this line will prove a most powerful 

lever in closing Lighting Panel Jobs this year. 
Dominate your market with BULL DOG. 


BULL DOG ELECTRIC PRODUCTS CO., DETROIT, MICHIGAN 


In Canada: Bull Dog Electric Products of Canada, Ltd., Toronto, Ont. 


BuLL DoOGSUPERBA 








